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ABSTRACT 
It is widely known among service marketers that keeping customers, not 
merely acquiring customers, is crucial for services, especially professional services. 
This study represents an attempt to understand professional service customers' 
commitment with their service providers. Since real estate is a major business in Hong 
Kong, real estate brokerage service was chosen for this study. Jn recent years, the 
industry is faced with a period of environmental changes. The approach being taken 
by agency firms in an attempt to foster stable long-term relationships with their clients 
is demonstrative of the relationship marketing era. As such, understanding how a 
customer relationship is established, maintained and enhanced is of paramount 
importance to service management and researchers. 
A mail survey using a Land Registry mailing list of residential real estate 
buyers is conducted to test the model of service relationship formation/enhancement. 
It is hypothesized in this study that the customer's continuance commitment is a 
function of trust, satisfaction and affective commitment. Trust, in turn, is a function of 
reliability, personalization, mutual disclosure and perceived ethicality. Satisfaction is 
a function of perceived effort, reliability, responsiveness, personalization, mutual 
disclosure and perceived ethicality. Finally, affective commitment is a function of 
personalization, mutual disclosure, satisfaction and trust. 
i v 
Results show that trust is the sole determinant of continuance commitment. It 
is also found that trust is affected by reliability and personalization. The lack of effect 
of affective commitment and satisfaction on continuance commitment may be due to 
the artificiality of the research design and procedure. Satisfaction is found to be 
affected by reliability, personalization and mutual disclosure. Finally，affective 
commitment is found to be affected by personalization, mutual disclosure and 
satisfaction. Theoretical contribution, managerial implications, limitations and future 
research directions are also discussed. 
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摘 要 
對 於 專 業 服 務 從 業 員 來 說 ， 爭 取 新 的 顧 客 固 然 是 必 
須 ， 保 留 原 有 的 顧 客 亦 是 非 常 重 要 的 ° 本 論 文 嘗 試 研 究 
專 業 服 務 提 供 者 與 他 們 的 顧 客 之 間 所 存 著 的 承 諾 ° 基 於 
地 產 行 業 在 香 港 十 分 蓬 勃 ’ 所 以 本 研 究 選 取 了 地 產 代 理 
為 鋼 查 對 象 ° 近 年 來 ， 這 個 行 業 面 對 不 少 的 環 境 轉 變 ’ 促 
使 地 產 代 理 公 司 需 要 與 客 戶 建 立 一 個 穩 定 而 長 遠 的 關 
係 。 因 此 ， 了 解 如 何 跟 顧 客 建 立 、 維 持 、 及 加 強 關 係 ’ 對 
月 艮 務 管 理 及 研 究 十 分 重 要 。 
本 研 究 的 數 據 ， 來 自 一 個 郵 寄 問 卷 調 查 ， 而 彳 衰 本 取 
自 在 土 地 柱 冊 處 登 記 的 住 宅 物 業 買 家 名 單 。 根 據 過 往 的 
文 獻 ’ 筆 者 建 立 了 一 個 「 服 務 關 係 形 成 及 加 強 」 的 模 式 ， 
當 中 假 設 （ 一 ） 顧 客 的 持 續 承 諾 受 信 任 程 度 ， 滿 意 程 度 及 感 
性 承 諾 所 影 響 ； （ 二 ） 信 任 程 度 決 定 於 可 靠 性 、 個 人 化 、 相 
互 開 放 及 道 德 水 平 的 高 低 ； （ 三 ） 滿 意 程 度 決 定 於 付 出 努 
力 、 可 靠 性 、 回 應 能 力 、 個 人 化 、 相 互 開 放 及 道 德 水 平 的 
程 度 ； 及 （ 四 ） 感 性 承 語 受 個 人 化 、 相 互 開 放 、 滿 意 程 度 及 
信 任 程 度 所 決 定 。 
• 
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數 據 分 析 結 果 顯 示 只 有 信 任 程 度 影 響 持 續 承 諾 ， 而 
信 任 程 度 則 受 可 靠 性 及 個 人 化 這 兩 個 因 素 所 影 響 ° 至 於 
感 性 承 雜 及 滿 意 程 度 對 持 續 承 藉 並 沒 有 產 生 任 何 作 用 ， 
此 可 能 跟 研 究 設 計 及 程 序 有 關 ° 此 外 ， 結 果 亦 顯 示 滿 意 
程 度 受 著 可 靠 性 、 個 人 化 及 相 互 開 放 這 三 個 因 素 所 影 
響 。 最 後 ， 研 究 發 現 感 性 承 諾 高 低 跟 個 人 化 、 相 互 開 放 
及 滿 意 程 度 有 關 ° 根 據 調 查 的 結 果 ， 論 文 對 本 研 究 在 理 
論 上 的 貢 獻 、 管 理 策 略 的 制 訂 、 方 法 學 上 的 限 制 及 未 來 
研 究 的 路 向 亦 有 所 討 論 。 
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The service sector in Hong Kong has been gaining its importance over the past 
two decades. Recently, Hong Kong has firmly established itself as a service-
dominated economy with the sector contributing to over 80% of GDP and employing 
more than 80% of the labor force. The real estate brokerage service is one of the 
important industries in the service sector. The size of employment has increased more 
than two times and the number of establishment has increased more than three times 
in the past ten years. 
The industry is currently faced with a period of environmental change which is 
causing many companies to seek new ways and means of creating a sustainable 
competitive advantage. The main dynamic issues that confront the industry include 
increased competition, legislative changes, technological developments and increase 
in consumer awareness of their rights. The approach being taken by agency firms in an 
attempt to foster stable long-term relationships with their clients is demonstrative of 
the relationship marketing era. Li fact, the issues of developing and maintaining 
exchange relationships have been addressed in the business discipline for almost two 
decades. The phrase "relationship marketing" appeared in the services marketing 
literature for the first time in Berry's paper. He defined relationship marketing as 
"attracting, maintaining and - in multi-service organization - enhancing customer 
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relationships" (1983, p.25). Recently, there has been an increasing interest in 
understanding customer relationship. It has been selected as one of the capital topics 
for MIS (Marketing Science Institute) Research Priorities 1994-1996. As such, 
understanding how a customer relationship is established, maintained and enhanced is 
of paramount importance to service management and researchers. 
Service quality has been identified as an important factor which contribute to 
an organization's ability to retain loyal customers and seen as a key antecedent to 
successful customer relationships. The lack of concreteness of many services 
increases the value of the persons responsible for delivering them. Customers 
sometimes view the service salesperson as the company. Under these conditions, the 
salesperson controls the level of service quality delivered. Being a highly people-
oriented industry, the role and performance of the real estate agent in the interaction 
becomes the prime determinant for building and maintaining a stronger service 
relationship. As such, it is the quality of the relationship between the agent and the 
customer that determines the probability of continued interchange between those 
parties in the future. 
Specifically, this study will address the issues pertaining to building and 
maintaining a strong relationship in the context of the residential real estate buyer-
agent relationship in Hong Kong. It focuses on the buying party of the relationship 
which in this case is the buyer. It is because the buyer is more likely than the seller 
(i.e. the agent) to terminate the relationship. A conceptual model of relationship 
formation and enhancement will be proposed for this study and it will serve two 
purposes. Firstly, it is an attempt to explore the concept of real estate brokerage 
service quality and its evaluation from the buyers' perspectives. Specifically, it is to 
investigate what the major dimensions of real estate brokerage service quality are and 
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which is/are more important? Secondly, it tries to determine the condition(s) under 
what the buyer will continue to patronize the same real estate agent again. That is, the 
key element(s) in the quality of the buyer-agent relationship as perceived by the buyer. 
A mail survey using a Land Registry mailing list of residential real estate 
buyers will be conducted to test the model. Three residential estates are selected and 
each estate represents a district viz. Hong Kong, Kowloon Peninsula and New 
Territories. 2,010 buyers randomly selected were invited to answer a self-administered 
questionnaire mailed to them in November 1996. 
This study seeks to contribute to the marketing knowledge in the area of 
relationship building in service industries in both theory development and 
management of service encounter. From a theory development perspective, this study 
represents an effort to conceptualize and empirically test the client/service provider 
relationship formation/enhancement model in the context of real estate brokerage 
industry. 
From a management of service encounter perspective, the findings should 
provide managers with information that is important to the design of sales strategies, 
tactics, and training programs that would enable agents to perform effectively as 
relationship managers in service settings. 
The text of this thesis is organized as follows: following this introductory 
chapter, Chapter 2 of the thesis gives an overview of the real estate brokerage 
industry in Hong Kong and the related issues. Chapter 3 gives a literature review and 
discusses the issues surrounding service encounter, service quality, relationship 
quality and customer retention in general. Chapter 4 presents a framework for 
examining the issues of relationship quality and retention in the context of the real 
estate agents and private residential estates' buyers in Hong Kong. The data and the 
4 
measurement of constructs are discussed in Chapter 5 and the results of the empirical 
analysis are presented in Chapter 6. The final chapter provides a summary of findings 





Hong Kong's service sector covers a diverse range of industries. According to 
the classification adopted in government statistics, this sector includes wholesale, 
retail, import/export, restaurant & hotels; transport, storage & communication; 
financing, insurance, real estate & business services; and community, social & 
personal services. Over the past two decades, Hong Kong has firmly established itself 
as a service-dominated economy with the sector contributing to over 80% of GDP and 
employing more than 80% of the labor force (Table 1). 
2.1 REAL ESTATE BROKERAGE INDUSTRY 
The purchase of a home appears to be the single-most-important, and probably 
the most expensive household transaction for an individual or a family. Li fact, it is a 
high involvement product which requires a rational and systematic decision process. 
For the Chinese, to own a property in his or her life always remains a high-priority 
vision. Li fact, this is clearly shown in the statistics: the total number of property 
owners in 1991 was 1,345,918 whereas in 1996 it has increased to 1,746,382. This 
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TABLE 1 
Service Economics and Employment 
(% Share) 
GDP* Employment 
1980 1985 1990 1994 1980 1985 1990 1995 
Wholesale 2.7 3.0 3.2 3.4 
Retail 8.3 8.6 8.9 8.5 
Import/export 6.3 9.4 15.1 22.3 
Restaurant 6.3 7.6 7.9 7.9 
Hotels and Boarding houses 1.1 1.2 1.6 1.6 
Sub-total 21.4 22.8 25.2 26.2 24.7 29.8 36.7 43.7 
Transport&Storage 3.2 3.7 4.6 5.8 
Communication 0.8 1.0 1.2 1.6 
Sub-total 7.4 8.1 9.5 9.7 4.0 4.7 5.8 7.4 
Financing 3.2 3.9 4.8 5.8 
Insurance 0.3 0.5 0.8 1.0 
Real estate 1.0 1.4 2.0 3.0 
Business services 2.0 2.9 4.6 6.5 
Sub-total 23.0 16.0 20.0 26.7 6.5 8.7 12.2 16.3 
Community & Social 6.4 7.6 8.6 10.8 
Personal services 2.7 2.5 2.4 2.2 
Sub-total 12.1 16.7 14.5 15.8 9.1 10.1 12.0 13.0 
Services 67.5 69.6 74.5 83.4 44.3 53.2 66.0 80.4 
Note: Ownership of premises and adjustment for financial charges not separately listed. 
* Breakdown of individual service sector is not available 
Sources: Estimates of Gross Domestic Product 1961-1995. 
Hong Kong Annual Digest of Statistics 
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represents an annual growth rate of 5.3% between 1990 to 1996. Li fact, the trend was 
on a continual increase over these past few years (Table 2). Most of this growth comes 
from the formation of new households. 
TABLE 2 
Number of Property Owners 
1990-91 1,345,918 102,037 
1991-92 1,455,919 110,001 
1992-93 1,520,636 ‘ 64,717 
1993-94 1,597,680 ““ ^ , 0 4 4 
—^ ^ -• ^— ^ - „ ^ ^ 7涵厂————〒 ~ ^ ^ ^ ^ ^ - ^ - ^— 
ni^95-96 - [ " " " " " " - " " " " " Y ^ ^ j^^^"""""""""""|"^"""""^"""""""""""^36 -
Source: The Land Registry Annual Report (1994-1996) 
From an industry standpoint, the real-estate market is sizable. According to 
the Land Registry statistics, in 1987, there were 54,868 Sales and Purchase 
Agreements (SPAs) lodged, whereas in 1996, there were 147,423 SPAs lodged. The 
annual growth rate between 1987 to 1996 is 11.6%. The number of these Agreements 
is regarded as a key indicator of the level of activities in the property market. Jn terms 
of leases and tenancy agreement (LTAs) registered in Land Registry, in 1987 there 
were 3,045 LTAs lodged whereas in 1996 there were 7,753 LTAs lodged (Table 3). 
As shown in (Table4), the lowest number of LTAs lodged was 386 per month while 
the highest number was only 1,187 per month during the past four years. As it is not a 
compulsory practice to report this transaction to the government, obviously it is not an 
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accurate figure to reflect the real phenomenon. Therefore, this study focuses only on 
the transaction of property owners. 
TABLE 3 
Number of SPAs ofBuilding Units Lodged and 
Asfor Registration (1987-1996) 
g ^ ^ ^ ^ _ i i K ^ g ^ ^ L g _ _ _ _ 3,045 57,913 
1988— 66,483 — 3,465 — 69,948 — 
~~~J9^ 61,365 3,754 — 65,119 
=19gp " ^ 2 5 5 — 3,872 73,127 
— 「 贡 — 广 — 1 〒 斤 『 — 1 — 硬 7 —•^•^—―― 
— ^ ^ • ^ ^ — — ^ ^ - ^ ^ • ^ • ^ • ^ ^ ^ • ^ - - • - - - ^ — 8 ， 4 9 ^ - - ^ — ^ ^ ^ . ^ ^ j — 
“1993 133,060 6,636 139,696 
—1994 114,892 — 7:190 ‘ ― 122,082 
1995— 97,649 — 7,229 — 104,878 
1 ^广 „ - „ - ^ ^ ^係 3 - „ - ^ 1—〒冗 ^ ~ ^ | - ^ ^ 1 5 5， 1元 ~ - - ^ 
Source: Hong Kong Monthly Digest of Statistics 
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TABLE 4 
Number of SPAs ofBuilding Units Lodged and 
LTAs for Registration Per month (1993-1996) 
^ ^ ^ ^ B B ^ ™ [ _ ^ _ _ _ _ ~ ^ " H M M ^ S ^ ^ ^ ^ B ^ ^ ^ ^ 1¾¾¾"?''¾''"¾¾¾¾^  _ a u _ l i i i ^ M M i p i i i i i i p M l _ _ f i i i i i M f M i M p M M ^ ^ M y M ^ 
SPAs Lease SPAs Lease SPAs Lease SPAs Lease 
l ^ a r y — 4,250 575 I o ^ ^""""""""^6^ 4 9 f I j 5 M ^ I I Z j j I 
" F ^ m ^ 8,739 4 8 ^ 13,024 564 4,Q3^" 386 j I j ^ _ _ g _ i L . 
~ M ^ ^ ~ " ~ ~ " ~ " " " " • — : • ^ ^ ^ — — • ^ — • - - ^ • ^ [ — l i U f — S j l ^ i — 
i p r i l T i u ^ ^ 459 " 1 3 , ^ ^ 512 l 2 ^ ^ 5^~~'~%^~~~^443 
lvlay 1 3 ^ ^ 5 5 f 12,868 — 601 “ 11,668' . ; 7 f ^ j = l ^ ^ j M ^ Z j j ^ 
7une 12,807 — 524 7,129 “ 572 “ 7，741 440 —11,056— 567^ 
Ju ly Ts,881 558 6,931 — 622 8,862 627 J 2 j I ^ 6 1 ^ 
""XiI^iI^r""""^^"~~""""^14,689--j^"""""""^^^- 451 6 , 7 ^ ~ " " " " " " ^飞厄一石 
jeptember ^ ^ 9 ^ 0 ^ 531 — 7，65厂—632 " " " " ^ ^ ^ - 737 ^^^^][^5^^ — • 
l )c tober 7,134 ^ 7,650 ‘ 584"~~""~~""^ 6^ 609 ~ ^ 3 ^ 9 ^ 
l^ovember ――9,629 — 639— 8,29丁" 743 8,008 """"""""^ 7^8^ 1^6,015" 580^ 
l)ecember 10,911 685 7,260 62^ | 10,613 750 16,843 "~"""~~~~^  
Source: Hong Kong Monthly Digest of Statistics 
As shown in Table 5, there is a continual upward trend in the number of 
establishment and total employment in the real estate brokerage and agency sector, ln 
1987, there was 5,162 brokers and salespersons whereas in 1996，it has increased to 
17,422. Jn terms of the number of establishment, in 1987, there was 1,460 firms 
whereas in 1996，there were 4,512 firms which has increased more than three times in 
the last ten years. Moreover, in terms of employment size, the largest category is the 
firm which employs one to four persons (Table 6). 
1 0 
TABLE 5 
Number ofEstablishment in Real Estate Brokerage and 
Agency Sector and Total Employment (1987 -1996) 
^^ ^^ ^^ ^^ ^^ ^^ ^^ ^^ ^^ g^g^ ggjggggggggggg^ ^^ ^^ ^^ ^^ ^^ j|^ |i^ ^^ ^^ ^^ ljjj^ jjjjj|^ ^^ ^^ ^^ ^^ y^jy^ lj^ ^^ ^^ ^^ g^ g^ g^ ^^ g^g^ ^^ ^^ ^^ ^^ gg^ g^g|ggggggjg^ j^^ j;tj^ ij^ j^ ^^ j^i;(ij^ ggjg^ t^tfl88flflfl3888WJ^ feM^ l^ :itySS^ 5tSSSSifi888Sfi88^ flS8fltTOStBfflS8iBtBfei:iWftttfeft^ tftW^ ri^ UjhtififtiKftfeftftsa*waaBtw*aaaftaaanftttlHlCpMM.EsanflKKMjasataftaa 
H ! ^ ^ ^ y y ^ l , 4 6 0 2,581 2 ^ 1 _ i — — 5,162 
—函 1 ——「兩— 1—玩「厂 ]了 0 7 厂———— 6 j 9 5 
" ~ Y ^ ~ ^ — 2,416 ^ l ^ ^ ^ p r " ! 4 03^""— — 8,441 — 
1990 “ 2,895 — 4,959 4,604 9,563 — 
—1991 ^ A . j ^ N.A. ？ ^ 
—1992 4,733 7,654 ^ 8 8 3 15,537 
„„„^ ^^ ^—„„„„„^ ^^ ^^ ^^ ^^ ^——五—1.八.• -^-•^^ ^^ ^•-••• -^^ --^ -•^ N . A ; „ - „ „ „ „ „ „ „ „ _ „ ^ „ „ ^ ^ ^ ^ „ „ „ „ „ „ „ „ - ^ 
—1994 — 4,762 —"•"^；^ —^各，之口—"""""^"""""""""""""""""""^""" 17,463 ""~"~"""~""~"""~~""~~~~" 
1995 4,802 9 ^ 2 ^ 7,809 — 17,031 
n ^ 9 6 4,512 ^""Y^41 8,386 | 17,433 
Source: Employment and Vacancies statistics (Service A) 
Census and Statistics Department 
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TABLE 6 
Employment Statistics Classified by Employment Size in 
Real Estate Brokerage (1994 - 1996) 
國^^^^^« 
i I 1 I 1 I 1994 1995 i 1996 1994 | 1995 | 1996 
j^4 3霞 5^52^ j555 8284 | 8114 7^ 
^ ™™~^ >^ ~^~~~™^^ ™~~~^ I~~~~"~^ ™~™ 3932 I 3882 4421 
I . . . . . . . . . . . . . . . . . . . . . . . I .............. � " — " '1 ^ T63 105 240 2031 | 1269 2951 1 i I I . ^ ^ ^ ________^_^ _^-^_-^_~~™-~~^0 27 1162 i 879 787 i i j 1 [ Q^：：^  I 4 8 I 2 ^ 302 4 5 r n fTI i 
> 5 i i J i I 
「…100-19 9 丨 6 4 6 1039 556 834 
1 — — I J 「 5而： 5^》 - 1 1 - 206 229 1 
！ 1 ！ ^ - - - r 1 2 1 713 1645 828 | 
^ — i ^ ^ ^ _^^ _^^ _^___^___^ _^_^j_^_^_^  17463 ^ 7 M ^ 17433 | i i ! i i 
Source: Census and Statistics Department 
2.2 THE PRACTICE IN REAL-ESTATE BROKERAGE INDUSTRY 
2.2.1 Real Estate Agency Concept 
The real estate agency concept is exemplified by the following channel 
association: property owner/seller (principal); real-estate brokerage firm; brokers X, 
Y, and Z (agents/subagents); residential marketplace (consumersA)uyers). By virtue of 
this agency association (i.e., priority of contract), the brokers are: (1) agents of the 
real-estate brokerage firm and (2) subagents of the principal. The property 
owner/seller (i.e., the principal) is contracted to pay a brokerage commission and ’ as 
1 2 
such，is identified as the client. Li this setting, the broker is engaged by the property 
owner- through a brokerage contract - to obtain a buyer or tenant of the property in 
question. This contract creates an agency arrangement between the property owner 
and the broker that is governed by a well-developed body of law referred as the Law 
of Agency. Both real-estate laws and morals clearly specify that when a broker is hired 
by the property owner, the property owner is entitled to receive absolute loyalty and 
obedience. As Webster and Hetrick (1983) state that: 
This faith and confidence of the client imposes upon the broker the compelling 
duty to exert himself with reasonable diligence in his principal's behalf and to obtain 
for his client the most advantageous bargain possible under the circumstances of the 
particular situation. The agent's duty to represent the best interest of his principal is a 
duty to represent those interests to the exclusion of others, including his own (p.l91) 
Li the above conceptualization, it is obvious that only two parties (i.e. the 
property owner and the broker) seem to be involved in the exchange transaction. Li a 
typical real-estate transaction, however, there are in fact three parties which are 
directly involved, i.e. a broker, a property owner, and a buyer. Li other words, if the 
traditional real estate agency concepts prevails, the buyer is left without representation 
(as he is not directly responsible for the payment of the commission fees) and is 
clearly not represented in the real-estate sales relationship. 
As stated by Gibson et al. (1983), the “ ... courts have regarded the relationship 
between broker and buyer as one of caveat emptor, reflecting the relationship between 
seller and buyer" (p.299). Gibson et al. further state," ... certainly the accepted legal 
relationship between buyer and broker does not meet the expectations of most buyers 
of residential property ... many buyers are not even aware that the broker is the seller's 
agent and not their own" (p299). The authors further indicate that the broker is placed 
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in the dubious position of having considerable influence on buyers with little fear of 
legal repercussion. Probably, one solution for the buyer is to employ his/her own real 
estate consultant or tenant representative ("real estate advisor"). Real estate advisors 
are paid by the prospective tenant. This practice was pioneered in the United States 35 
years ago by James D. Landauer. 
2.2.2 Dual Role of Agent in Hong Kong 
Different from both the traditional and Landauer's model, an estate agent in 
Hong Kong, in most instances, serves as an agent for the property owner as well as the 
prospective buyer in a property transaction. The estate agent is paid a commission for 
his service by both parties. Basically, the charges of agent fee in Hong Kong is 
relatively low when compared with other countries. Li general the commission fee is 
one percent of the property value charged to both parties (both property owner and 
buyer). 
The primary function of most estate agents in Hong Kong is to bring together 
property owners and prospective buyers, lessors and prospective tenants. They 
accompany their clients to visit target flats and mediate between the two principal 
parties in price negotiations. Li the case involving the sale/purchase of the property 
where an agreement is reached, an agent prepares a Provisional Sale and Purchase 
Agreement (PSPA) to be signed by the property owners and buyers. The PSPA will 
then be passed to the respective solicitors of the property owners and buyers for 
preparation of the formal Sale & Purchase Agreement. 
The present system in property transaction has a number of advantages. First, 
through the agents' contacts with buyers and their expertise in marketing and 
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advertising, agents can ensure that the maximum number of potential buyers view a 
property owner's property. This should speed up the selling process for a property 
owner and increase the likelihood that a flat will be sold to the purchaser who is 
willing to pay the highest price. Second, agents can expedite the search process for 
buyers by making information about the price and descriptions of flats centrally 
available. Finally, the present role of estate agents has enable property transactions to 
be carried out in a generally cost-effective manner. 
However, it should also be noted that the dual role of estate agents has 
disadvantages too. It may be argued that estate agents in Hong Kong are only 
middleman and therefore may only have limited obligation and no fiduciary duty to 
either the property owners or buyers. Consequently, they have no obligation to avoid 
conflict of interests and to disclose any personal interest which may affect the property 
owners or buyers. Their role as an agent for both parties gives rise to opportunities for 
unscrupulous estate agents to abuse their position. 
2.2.3 Nature of Occupation 
Most real estate agents begin in residential sales, and many remain in this 
specialty. Agents in residential real estate spend most of their time obtaining listings 
and accompanying property owner/potential buyers to visit property. Li listing a 
property, they recommend a reasonable price. To do so, they must be familiar not only 
with the house's amenities but also with the location of schools, shopping facilities, 
and public transportation. Because good listings are the lifeblood of a real estate firm, 
the agent obtaining the listing receives a share of the commission when the property is 
sold. 
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Real estate agent spend a good deal of their time on the telephone, exploring 
leads for possible listings and responding to inquires about property. Since a 
prospective buyer's first contact with a firm is usually over the phone, the telephone 
can play a major role in a agent's success or failure. 
The mobility of this job is quite high. The residential brokerage industry has 
always been vulnerable to economic fluctuations and unstable political climate. The 
basic salary for a front-line estate agent in 1996 is around $4,000 to $7,000 per month 
and the rest of his/her income comes from commission and it depends largely on his 
or her own performance and luck. Li each successful transaction, the agent will 
receive 10% to 35% of the total commission paid by the clients. Take Centaline 
Property Limited as an example, Mr. W. C. Sze, the director said that 7 out of 10 new 
recruits would leave after the 3 months' probation period. Similarly in Midland 
Realty, 5 out of 10 new recruits would leave in the first year. 
2.3 RECENT CHANGES IN THE REAL-ESTATE BROKERAGE INDUSTRY 
Traditionally the real estate brokerage industry has been dominated by a large 
number of small independent firms and other small undertakings, mostly self-
employed persons or persons operating on a causal basis. This can perhaps be 
accounted for by the lack of substantial barriers to entry into the industry. The initial 
capital outlay required to enter the market is small. Moreover, estate agents require no 
formal academic or professional qualifications prior to establishing themselves in 
business. Thus new entrants have found few impediments to entering the industry. Jn 
general, there is no mechanism to guarantee the delivery of quality service in such 
setting. The public image of real estate agents was rather low especially in the 1970s 
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and 1980s. Jn fact, it was not difficult to see or hear from the media allegations that 
the agents have participated in speculative property transactions and there were 
malpractices in property transactions such as misrepresentation of facts. 
Entering the 1990s the real estate brokerage industry in Hong Kong is 
currently experiencing an unprecedented period of change in its structure and methods 
of operation. These significant changes in the industry are discussed as follows:-
Call for Professional Service. Both the public and private sectors have called for a 
professional service in this industry in recent years. According to the 1994 "Report of 
the Working Group on Regulation of Estate Agents", the main problem in the 
property transaction system has been in the ambiguity of the role and obligations of 
estate agents (see 2.2.2 ). The major recommendations in the report include the 
implementation of a licensing system, establishing a statutory and self-financing 
Estate Agents Authority for licensing and enforcement; stating the obligations of 
estate agents in legislation and prescribing the use of written agency agreements. The 
government agreed in principle that legislation should be introduced to regulate estate 
agents with the condition that for any new system to implement, there should be 
sufficient time for existing and prospective agents to obtain the necessary 
qualifications; and that should not result in a shortfall of estate agents such that both 
the market and consumers will suffer from the legislations. 
Li the private sector, two main bodies, namely, Hong Kong Real Estate 
Agencies Association (HKREAA) and the Society of Hong Kong Real Estate Agents 
(SHKREA) have advocated to enhance the professional and ethical standard, 
encourage self-regulation, improve the image of the trade, and promote education and 
training for their members. Besides, with the promotion of the Consumer Council, 
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there is an increase in the awareness of consumer rights in property transactions. 
Cases of estate agents sharing profits with property owners at the expense of buyers or 
vice versa have been reported to the Consumer Council. 
Domination by Large Chains. The structure of the real estate brokerage industry has 
changed rapidly in the 1990s, especially in 1996. It has been transformed from an 
industry typically dominated by small, independent, local firms into one in which a 
few large chains control a large proportion of the market (Table 7). 
TABLE 7 
Number of Branches (the Nine Largest Agency Firms) 
Centaline Property Agency Ltd. 100 193 93% 
l^^^Zi^^t^Z5^^n7^ — -•""""•"~"~~~ioutl8d 114% — 
Ricacorp Properties Ltd. 23 76 230% 
^ o n g K o n ^ o p e r t y — — •^^ -^ -^ -•^ ^^ •^----^ -^ ― 了。--^ ---^ --^ -^ -^ ^^ ^^。。* —  
"Century21 51 ^ 19.6% — 
Fortune Realty Company 35 ^ 71.4% 
Awtre^y 401 — — N.A." 50 N.A. """""""^— 
-•^^^^^^^^^^^^•„^^^^^^^———————„„„^^^^^^^^^^^^„^^----„---^——---^^---^^^.—— 
„„^^^ ^^•^„^ ^^ ^^ ^^ ^^ ^^ „^^ •^^••„-„-„„•-„„•„•„„•„-„„-„„-„—„•---^^^„„^-------^ •^•^-^••----^50% " ^ 
~Total """"""""^"^""""^ "^^""""^ 3^5r" 7 5 ^ —N.A. — 
Source: Next Magazine (December 1996) 
Two leading players, Centaline Property Agency Limited and Midland Realty 
have been very aggressive to increase their presence in the market and have become 
the two leading locally-owned real estate agency firms in the territory. The pace of 
expansion was very fast (Table 8), these two companies have expanded from around 
10 branches to almost two hundred branches in a few years. 
1 8 
Other key players also continue to open new branches such as in old districts 
and "special zone" in large private residential estates. Mergers, acquisition and new 
investment from larger financial groups are common. Most of them put a lot of effort 
to improve the quality of service. 
TABLE 8 
Comparison of Two Largest Real Estate Agency Firms 
Year 1991 1995 1996 1991 1995 1996 
No. of branches 
(residential, commercial 11 100 193 12 84 180 
and industrial  
MartoT^are (%) ^^ ^^ •^ ^^ ^^ ^^ l^^ ^ ^X"~"~""""~"~1^X1^ N.A. 
No. of employees 850 750 
-^ “^-^&^「-•••"•""•""—••^•••"""•""!"""-―硕碰‘“““““““-““广]"^"^^^^^""^ ；^^^^!^ ；^^^^… 
Source: Real Estate Times Monthly (February 1996) 
The First Real Estate Agency Firm Listed in the Stock Exchange. With the 
general uplifting confidence in the property market which include the generally 
improving economy; the limited supply and increasing prices of new flats being 
offered by developers; the increased demand in residential properties; the lower 
mortgage rates; a more relaxed bank lending policy towards home buyers; and a 
reduction in the stamp duty rate on properties below HK$3.5 million, Midland Realty 
was successfully listed on the Stock Exchange of Hong Kong Limited (the "Stock 
Exchange") in June 1995, marking a new era in the real estate brokerage industry. It is 
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important because the listing would increase the transparency of the industry/company 
and place the listed company under public scrutiny. 
Benefits derived from the Group's branch networking include capturing 
economies of scale, exploring untapped markets and maximizing sales through added 
convenience to clients who wish to sell and buy in different districts using Midland 
Realty as a "one stop" agent. The Group continues actively to seek all possible means 
of enhancing its business to generate synergy to its core business. Vertical expansion 
could be achieved through the acquisition of other businesses that complement real 
estate broking, while horizontal expansion could be achieved through increased 
branch networking. The Group has confidence to meet tighter regulations to be 
imposed by the Estate Agents Bill in mid 1997. 
Provision of Innovative Service. Hong Kong Property Services (Agency) Limited 
makes a first attempt to create a one-stop shop to handle most of the real estate needs 
of its residential customers. Its slogan of providing "More benefits for you" is 
impressive. Hong Kong Property is able to provide their customers with more than 
just professional services and information on the buying and selling of property. They 
can also provide them with other services like the Professional Lidemnity Lisurance. 
Besides, with the co-operation with Hong Kong Bank, it provides customers not just 
convenience because Hongkong Bank staff will be stationed at selected Hong Kong 
Property Service Centers after banking hours and is available for advice such as 
valuation, but customers also can enjoy special mortgage scheme if they purchase the 
property via Hong Kong Property. All in all, the so called "one stop shopping" 
concept is both comprehensive and innovative and makes the home purchase process 
smoother and easier. 
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Reaction to New Competition: Franchising, Co-operation and Merger. As the 
profit margin of the brokerage industry is quite high, there is still room for expansion. 
Li October 1996, Cheung Kong Holding Company took over a medium-sized real 
estate agency firm, the Land Power, and formed Hong Kong Property Services 
(Agency) Limited. Not only will the move make this close runner-up in the brokerage 
industry financially stronger, there are other impacts. Firstly, this signals that property 
developer has showed a great interest in the secondary sales and rental of residential 
market. Another leading property developer, Sun Hung Kei Company Limited, and 
other investors from diverse sources such as Pricerite Group, a famous furniture 
retailer and some other financial groups have also been attracted to join the brokerage 
industry in recent months. Secondly, the provision of innovative services by this 
company (see section 2.3 point 4) further poses new competition to the existing 
agency firms. 
Changing competitive conditions have exerted pressure on both medium-sized 
agency firms and small independent firms which have responded in several ways. 
Small independent real estate agency firms with one or two office which remain in the 
market maintain their competitive advantage either because of their relative low cost; 
or have a good relationship with their client for a long time or well-trained staff with 
good personal knowledge of the local area or some sort of niche or specialization. The 
emphasis in these establishments is on personal service. Other possible solution are 
franchising. Franchising has made it possible for smaller firms to enjoy many of the 
advantages of large firms without giving up their autonomy as independent 
businesses. Century 21 is the leading worldwide franchise firm and there is an 
increase in the number of small agency firms becoming a member of Century 21. 
Moreover, in some districts such as West District in the Hong Kong Island, Tuen Mun 
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and Yuen Long in the New Territories, small firms start to form alliance. Once a 
listing is placed in a firm, the other members will automatically help the vendor to 
seek prospective purchasers. For those agents which do not have a strong business 
base disappear. As shown Table 6, there is about 10% of the agency firms which 
employ less than five persons have closed their business in 1996. 
The medium-sized agency firms are in a different situation. On one hand, as 
the medium-sized firms cannot offer similar personal, customized service as the small 
independent firms, and therefore may not compete on these grounds with the very 
small independent. On the other hand, they also do not have the back-up or the 
resources to be able to compete effectively with the chains who can market their 
networks and rely on their reputation gained in other areas of business. Thus, the 
medium-sized agency firms react differently. For example, recently Ong's Property 
Company forms strategic alliance with Fortune Company. Ricacorp Properties 
Limited merges with New L&D. 
2.4 CONSEQUENCES OF THE CHANGE IN THE REAL ESTATE 
BROKERAGE INDUSTRY 
To summarize, there are several emerging trends relating to the changes in the nature 
of the real estate brokerage services and nature of brokerage service delivery. 
Specialization/Professionalism. The cost of providing the service has increased in 
general. Since the beginning of the structural change in the brokerage industry in 1995 
spearheaded by the listing of Midland Realty in the Stock Exchange market, many 
agency firms have been refurbished. Glossy, high-quality photographs of houses have 
become the norm, staff work longer hours, particularly at weekends, and the volume 
of advertising has increased. Besides, more emphasis is being placed on staff training 
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and the staff entering the industry is more academically qualified. The entry of large 
financial institutions into the industry has resulted in improvements in the image of 
estate agents. A general difference in the methods used to increase professionalism is 
noticeable between agents who are either independent agents or are members of a 
group. The former are more interested in in-house training of existing staff who 
generally have fewer formal qualifications, whereas the latter emphasis on new 
recruits who are more educated but have less specific estate agency training. 
Diversification. The breadth of operations appeared to be increasing in most offices, 
as a competitive strategy. Through various means such as co-operation, acquisition or 
merger, many agency firms are able to provide other professional services such as 
surveying, valuation, town planning, architecture, finance to clients. This involves 
moving beyond traditional services of leasing and sale of properties to provision of a 
wide range of non-brokerage services which allows agency firms to offer their clients 
a "package" of services to meet their overall needs. Agency firms are willing to 
strengthen and commit to their relationships with clients by supplying a range of 
supplementary services. Diversification of their services, on more than an ad hoc 
basis, involves adaptations by agency firms in a number of areas, including staffing, 
resource management, administrative systems and marketing. Such adaptations entail 
structural investments by agency firms which can be justified only by a long-term 
strategy aimed at developing strong profitable relationships with clients based on the 
ability to satisfy their needs. 
The above two aspects are the important trends relating to changes in the 
nature of brokerage services, while communication is found to be important changes 
in the nature of brokerage service delivery. This is discussed as follow. 
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Communication. Giving priority to the relationship with a client means enhancing 
the agency firm's accessibility which in turn means opening up multiple channels and 
modes of communication between the firm and client. Leading real estate agency 
companies provide various ways such as enquiry and complaint hotlines, branches, 
customer service centers, and computer network so as to reach the potential customer 
efficiently and effectively. 
Perhaps the most dramatic development in enhancing and furthering agency-
client contact and communication is technologically related. Since Land Registry 
introduced a fully computerized direct search facility, called "Direct Access Services" 
(DAS) in September 1994，it has facilitated different user groups. As shown in Table 
9，estate agents is the second largest user groups in 1995. 
TABLE 9 
Land Registry Direct Access Services Clients Profile 
Solicitors 50% 
Surveyors _  _ _ _ — 8% 
Developers/Search Co./Others 15% 
Accountants & Banks 6% 
"]^ ^^ ^^ i^ 7^^ ^^ ^^ ii^ ^^ ^^  — """"""^I """""^ "^ """"2!%"""^  
Source: The Land Registry Trading Fund Hong Kong (Annual Report 1994-95) 
Large agency firms are investing in databases, in an attempt to constantly 
improve and upgrade the availability and responsiveness of staff. Prospective clients, 
either the purchaser or the vendor, is more easy to grasp a free and comprehensive 
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information of the market trend in addition to the traditional way of looking at 
newspaper or going in person to an agency firm. For example, Centaline Property 
Company Limited has provided one of the most updated and comprehensive database 
in the property market, information include market trend, newest transaction records 
from Land Registry, its own company and its competitors. The extensive market 
catchment and branch network enable them to collect timely and comprehensive 
market information on a daily basis. Their operations are fully computerized, allowing 
these valuable first-hand information to be processed and analyzed with speed and 
accuracy. All these are able to match listings with prospective purchasers more 
efficiently, and to keep their clients abreast of market trends to assist them in 
formulating their buying and selling strategies. 
Other agency firms compete by setting up their own membership clubs such as 
Midland's "Midland Club", Awtrealty 401's “401 Club" which are similar to those 
established by property developer such as Sun Hung Kai Properties Group's "SHKP 
Club". For example, the “401 Club" is an integrated household services club which 
provides services ranging from important matters such as professional legal advice, 
valuation to the trivial matters of repairing and cleaning. Moreover, it is a clever way 
to overcome the barriers of entry in those districts such as City One Shatin which are 
already occupied by existing real estate agency firms. Of course, the major objectives 
of these clubs are to improve sales relationship and enhance customer loyalty. 
Jn sum, due to the major concerns by both government and the public in the 
industry, real estate agency companies have to meet a lot of challenges. These include: 
(1) the ever-expanding requirements of the profession image and service; (2) compete 
in an intense competitive environment, and (3) to cope with the increase in consumer 
awareness of their rights. Most of the agency companies now claim themselves not 
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only as property consultants, but also as surveyors, valuers and are able to provide a 
lot of related services. Apparently, this industry is evolving and firms have to adopt a 
stronger marketing orientation and consistently provide a high standard of service 
quality in order to survive and prosper in the long run. 
Changes to the nature of brokerage service and service delivery demonstrate 
growing recognition by agency firms that achieving and maintaining a client's 
commitment to the firm is more important than balancing the quality of service 
provided with the price charged in each transaction. The knowledge and 
understanding which the agency firms accumulate enable clients to place listing in 
their companies with confidence. It is expected that buyers especially those with no or 
less experience in the property market will find home purchase process smoother and 
easier and with confidence. 
Li particular, the approach being taken by agency firms in an attempt to build 
and maintain stronger service relationship and foster stable long-term relationships 
with their clients is demonstrative of the relationship marketing era. We may expect to 
see improvement in the industry including company's commitment in manpower 
training including industry knowledge and conduct of sales; information technology 




3.1 SERVICE MARKETING 
Research in services management has evolved as a general discipline over the 
last 20 years from a study of individual service sectors towards attempts to view the 
production of services as a generic set of activities which have common features and 
hence common messages for service managers. 
Service marketing research has been at the forefront of service management 
research. The main thrust of the investigation of services marketing in the recent past 
has concentrated on ways to improve the quality of services. The importance of 
consistent delivery of service quality and customer satisfaction has increasingly been 
linked with achieving higher levels of customer retention, which in turn has been 
shown to be correlated with increased profitability. Research issues of the human 
dimension and personal interaction in the services delivery system have been a focus 
of researchers. 
A dramatic shift in focus from transaction marketing to relationship marketing 
has been underway in services marketing (Berry 1983). As described by Christopher et 
al. (1991), transaction marketing focuses on a single sale, orientation on product 
features, short time scale, little emphasis on customer service, limited customer 
commitment, moderate customer contact, quality is primarily the concern of 
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production whereas relationship marketing focuses on customer retention, orientation 
on product/service benefits, long time scale, high customer service emphasis, high 
customer contact, and quality is the concern of all. 
Listead of seeking simply to provide optimum value to the client in each single 
service encounter, establishment of client commitment in the context of a stable, 
ongoing relationship with the service organization has become paramount in 
relationship marketing (Beaton and Beaton 1995). 
3.1.1 Classification of Service - Highlighting the Human Dimension 
Due to the heterogeneity of the service sector, a number of classification 
systems for services have been developed. While various classification schemes of 
services have been proposed over the past two decades (e.g. Chase 1978; Dabholkar 
1994 and Thomas 1978)，there is yet no one taxonomy which is widely accepted as 
being a rigorous representation of the differences exhibited across the service sector. 
Thomas (1978), in an influential Harvard Business Review article, argues that 
strategy differs for services businesses. He further proposes that there are differences 
between services which may be explained by "service type" -- that is, the extent to 
which capital-based or people-based services form a part of the service offering. This 
scheme is a useful tool in understanding where the services are positioned. Various 
researchers also indicate that service type has important implications regarding the 
effectiveness of particular marketing practices and strategies and new service success 
(e.g. Schmenner 1986; Wright 1993 and Zeithaml et al. 1985). Table 10 summarizes 






Chase 1978 - service systems with high customer contact are more difficult to control 
than those with low customer contact, since the buyer is a fundamental part 
to the production process 
1981 - services along a scale between pure services (e.g. professional services) and 
quasi-manufacturing (e.g. distribution) 
- based on the mix of intangible and physical features of the service package 
Thomas 1978 - people-based and equipment-based (depending on how the service is 
delivered) 
-as service businesses evolve, they generally move along a continuum from 
people- to equipment-based or vice versa 
Mills and 1980 - a theoretically based typology which is based on the nature of the encounter 
Margulies between the customer and the service provider  
Kotler 1980 - people- or equipment-based 
1991 - good-services continuum: (l)pure goods; (2)tangible goods with 
accompanying services; (3)major services with accompanying goods or 
services; and (4)pure services. Within the two service categories (3) and (4)， 
a distinction must be made between people-intensive and capital-intensive 
_ _ _ _ _ _ — … _ — servic£s mjorckr to develop effective marketing strategy ————— 
Zeithaml 1981 - people-based (high on experience or credence characteristics)/equipment-
based services (high on search attributes)  
Lovelock 1983 - people-based/equipment-based attributes  
Chase and 1983 - Customer Contact Model (CCM) 
Tansik  
Solomon et al. 1985 - high degree of person-to person interaction (pure service with high 
credence characteristics)/more capital-intensive service (mixed product/ 
service offerings with search characteristics)  
Schmenner 1986 - "service process" matrix: labor intensity and degree of customer 
_ _ _ _____„— — _ _ interaction/customization 一 ―― ——__ 
Supernant and 1987 - structural dimension of service encounter: high contact (people-based) 
Solomon services/ more capital-based services  
Bowen et al. 1989 - services that involve low degrees of interactionA:ustomization and low 
_ ^ degrees of laborintensity are called "servicefactories." 






Fitzerald et. al. 1991 - to combine the following attributes into a signal model to characterize 
three types of services: (1) professional services; (2)service shops and (3) 
mass services. They are characterized by the degree of customer contact 
and customization. These attributes include: 
- the degree of contact and participation required of the customer in the 
production of the service; 
- the length of time the service encounter takes to produce the service; 
- the extent to which the service is customized in contrast to a standard 
service; 
- the extent to which a service is delivered by equipment as opposed to 
service people; 
- the degree of discretion or autonomy a service provider has in the service 
encounter to manage the process; 
- the extent of which most of the added value in the service production is 
created with the customer in a front office environment or remote from the 
customer in a back room; 
- the extent to which the service is concerned with the product (i.e. what is 
_ _ _ _ _ _ _ „ „ „ „ _ _ _ _ _ _ delivered)  
Iacobucci 1992 - services-goods continuum (e.g. among services, some variability exists in 
the extent to which services (1) are evaluated more on the basis of the core 
or relationship components of the service encounter; (2) are thought to be 
services typically provided by men and women.  
Wright 1993 - empirical operationalization of capital-intensive/people intensive matrix 
Dabholkar 1994 - a broader classification of technology-based service delivery options 
which recognize the importance of the humanistic approach in delivering 
service using technology  
Kellogg and 1996 - operationally define and develop a measurement model for customer 
Chase contact construct 
-degree of contact can be measured: (1) communication time; (2) 
information richness and (3) level of intimacy  
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3.1.2 Services Marketing - Importance of the Human Dimension Elements 
Li Fisk et. al's. (1993) review of services marketing literature, the goods 
marketing versus service marketing debate represents a fundamental challenge to the 
right of the services marketing field to exist. 
Li late 1970s, Lynn Shostack (1977) has made the following provocative 
assertions: 
....service industries have been slow to integrate marketing into 
the mainstream of decision making and control because marketing 
offers no guidance, terminology, practical rules that are clearly relevant 
to services. 
Her landmark article alters the evolution of the services marketing field. 
It is the service characteristics, namely intangibility, inseparability, 
heterogeneity, and perishability that provided the underpinnings for the argument that 
services marketing is a field distinct from goods marketing. 
Out of these four features, literature has identified that three significant 
characteristics of services viz. intangibility, inseparability and heterogeneity underpin 
the importance of human dimension in service delivery and consumption (e.g. 
Parasuraman et al 1985; Zeithaml et al. 1985). These characteristics may make it 
difficult for consumers to evaluate the service offering in the absence of more 
concrete product attributes (Zeithaml 1981). As evaluation becomes more subjective, 
consumers are likely to draw more heavily on the total consumption experience, i.e. 
not only on what service is delivered, but also on how it is delivered, when assessing 
satisfaction and service quality. The perceived performance of the service employee, 
including his/her projected attitude and behavior while interacting with consumers, 
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may affect consumers' evaluation process. Besides, the participation of customers in 
the service production makes it difficult to maximize efficiency and the consistency of 
service quality and implies that service managers must influence the behavior of both 
customers and service employees for the successful delivery of services. 
3.1.3 Service Marketing Mix Concept 
The services marketing mix is developed out of a recognition of the 
differences between services and goods (e.g. Gronroos 1984; Shostake 1977; 
Zeithaml, et al.l985). 
Because customers are frequently in the service firm's "factory," interacting 
directly with its personnel and other customers, and observing (and sometimes even 
interacting with) its operational systems, it is apparent that service firm managers have 
(under their control) considerably more variables that may be communicated with and 
satisfy the target markets. Because of services' intangibility, customers are frequently 
looking to such cues as decor, design, employee appearance, newness of equipment, 
and apparent systems for information about the service prior to purchase. Thus, it has 
been suggested that the particular elements in the marketing mix will vary or should 
be expanded beyond the conventional 4 P's depending on the context in which they 
are being used. For instance, Booms and Bitner (1981) argue for a broader marketing 
mix for service that captures the social and physical context of services by adding 
three additional "Ps:" in addition to the traditional "4Ps:". These new Ps are 
contended to be equally critical in determining customer satisfaction and perceptions 
of quality in service marketing and are defined as below: 
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Physical evidence is the environment in which the service is assembled and where the 
firm and customer interact; and any tangible commodities that facilitate performance 
or communication of the service. 
Participants are all human actors who play a part in service delivery and thus 
influence the buyer's perceptions; namely, the firm's personnel, the customer(s) and 
other customers in the service environment. 
Process is the actual procedures, mechanisms, and flow of activities by which the 
service is operationalized and delivered (moment of truth). 
From the preceding review, the importance of the human dimension in 
services is highlighted. It is evidenced as early as in the Thomas's people/equipment 
typology, the evolution of customer contact concept, and the "participant" element in 
the service marketing mix concept. Later, researchers have proposed different 
typologies or taxonomy which in some way reveal the people or relationship element 
in service delivery and have important implications in consumer evaluation criteria, 
marketing practices and strategies. 
Since the primary objective of this thesis work is to address issues pertaining 
to building and maintaining a strong service relationship, the following section of the 
literature review will discuss the human dimension as it is related to customer 
satisfaction, perceptions of service quality and long-term loyalty. 
3.2 SERVICE ENCOUNTER 
The significance of personal interaction within the context of the service 
delivery system in shaping consumer experience and assessment of the quality of 
service is evidenced, as we have noted earlier. This phenomenon of personal 
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interaction between consumers and service providers has variously been termed the 
"service encounter". In the review article referred to earlier (Fisk et al.l993), the 
authors state that service encounters/experiences research can be traced back to the 
book entitled the Service Encounter (Czepiel et al. 1985) that emanated from a 
symposium by that name, the first Journal of Marketing publication on service 
encounters (Solomon et al. 1985), and numerous conference proceedings papers 
published in the early 1980s. Zemke and Schalf (1989) label it as a "point of 
interpretation", whereas Luthans and Waldersee (1991) label it as “moments of truth" 
in the service marketing literature. It has become the focus of attention in recent 
service quality research (Bitner 1990; Bitner et al. 1990; Surprenant and Solomon 
1987). 
Basically, the research on service encounters can be divided into three primary 
types. First, considerable attention is being paid to the management of customer and 
employee interactions in service encounters and to understanding how customers 
evaluate individual service encounters (e.g. Bitner et al.l990; Czepiel 1990; Mills 
1990). A second research focus is on customer involvement in service encounters and 
the customer's role in service production and delivery (e.g.Kellery et al.l990; Larsson 
and Bowen 1989). The roots of this research are in Bateson's early work on self-
service customers (Bateson 1983). The third research focus on service encounters 
examines the role of tangibles and physical environment in the customer's evaluation 
of encounters (e.g.Bitner 1992; Hui and Bateson 1991). 
Service encounter is typically social in nature. Klaus (1985) describes it as 
interlocking behavior composed of task and "ceremonial" elements, in which the 
former are the economic exchange elements and the latter the psychological need 
satisfaction that service provider and customer provide each other. Drawing from the 
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social psychological perspective on human interaction, the characteristic of service 
encounter is said to be goal-oriented dyadic interactions. Also, it relies on the 
interdependence of both individuals so as to make the interaction run smoothly. 
(Kelley and Thibaut 1978). 
The service encounter actually is the service, according to many experts 
(Bitner et al. 1990; Suprenant and Soloman 1987). Besides, the service experience 
which distinguishes one service organization from another is a result of the unique 
interaction between the experiencer and the contact person (Booms and Nyquist 
1981). It is particularly important to those "pure" services situations where no 
tangible object is exchanged, and the service quality itself is difficult to measure 
(financial planning, health care, for instance), customer satisfaction and repeat 
patronage may be determined solely by the quality of the personal encounter. Jn a 
recent study of retail banks services (Julian et al. 1994), it is reported that customers 
justify the intangible benefit of service by referring to buying the seller's time and the 
personal relationship. Thus, it is this "service encounter" that has been recognized as a 
key strategic competitive weapon, in retail and service firms alike (Kelley 1992, 
1993). 
A service encounter can also be viewed as an agency relationship that, 
according to Jensen and Meckling (1986, p.308) is "a contract under which one or 
more persons (principals) engages another person (the agent) to perform some service 
on their behalf which involves delegating some decision making authority to the 
agent." When participants to service encounters are utility maximizers, the service 
provider may not always act in the best interest of the client/customer, or the service 
provider may have preferences for his or her actions that may not be consistent with 
those of the client/customer. This may create a divergence of preference between the 
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parties to the contract, such that there exist what is commonly known as "effort 
aversion" in agency theory. Li fact, it is well documented in sales management 
literature. For instance, Stanton and Buskirk (1978) have noted that ethical issues 
confronting sales personnel can be categorized into two groups:(l) ethics in dealing 
with customers and (2) ethics in dealing with employers. Customer-related concerns 
include bribes, gifts, entertainment, reciprocity, and conflicts of interest. Employer-
related concerns include moonlighting, relationships with fellow salespeople, and use 
of company assets. 
Yet, all service encounters can be thought of as sharing common elements and 
common problems when they are approached as human social experiences (Solomon 
and Gould 1991). Li their study of 16 personal services, they use cluster analysis to 
classify the service. Two major dimensions finally emerged as the structural 
similarities: (1) service instigation: whether the service is engaged to enhance one's 
condition (enhancement) or merely to maintain some baseline or status quo 
(maintenance). (2) service locus: whether the service is performed directly on the 
individual (personal) or upon some aspect of his or her external world 
(environmental). Physician and dentist are placed in the maintenance/personal 
quadrant. Electrician, real estate and lawyer are some of the services in the 
maintenance/environmental quadrant and music instruction, fitness are placed in the 
enhancementypersonal quadrant. 
Two researchers (Price et al. 1995, Siehl et al. 1992) try to categorize service 
encounters. They have demonstrated that the way in which service provider 
performance is constituted depends in part on the characteristics of the service 
encounter context viz., its duration, affective content, and proxemic intimacy. For 
instance, in Price et al.'s study (1995), they focus on the Extended, Affective, Litimate 
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(EAI) context which involve encounters that last longer, are more intricate and variant 
between use episodes, and involve more relationship work. Examples are personal 
financial planning, interactive information services and long-term medical care and 
diagnostic services. Realtors, waiters and flight attendants are examples of extended 
duration, low affect and social/public distance context. Other examples such as bank 
teller and ticket taker are considered in the brief duration, low affect and social/public 
distance context. 
Finally, the recent development in the customer contact construct by Kellogg 
and Chase (1996) allows one to classify service encounters along the continuum of 
high, medium, or low contact. As such, one can then more accurately appraise what 
quality means in different service settings, how one assures and measures quality, 
what kinds of employee skill are best in what situation and how service delivery 
systems should be designed to provide both effectiveness and efficiency. 
3.2.1 Characteristics of Customer Contact Employees Affecting the Evaluation of 
Service Encounters 
Customer contact employees are key players in shaping customer experiences 
because they ultimately control the manner in which a service transaction unfolds and, 
therefore, the nature of the experiences provided to customers. Hochschild (1983) 
describes the work performed by service providers as "emotional labor" that requires 
them to submerge their own feelings to goals of their employer and the immediate 
needs of a paying customer. Li fact, she describes encounters as the commercialization 
of human feeling and warns of the individual and social effects this can create. 
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Researchers have identified several characteristics of the service provider that 
can affect what clients evaluate as a satisfactory encounter. 
The first one is provider's expertise. The experience and competence of 
service employees is especially important because services are performances; the 
service provider actually produces the service. Kelly and George (1980) defines 
expertise as the extent to which the individual provider can affect the outcome of the 
service through his or her skills. While frequently a function of credentials or training, 
expertise is also recognized as a result of experience, insight, creativity, or pure 
craftsmanship. 
The second one is provider's attitude. It includes many difficult-to-measure 
traits such as helpfulness, openness, friendliness, warmth, concern, and so on. This 
arises not only from the provider's personality, but also from client's perception, the 
client-provider interaction, and the given situation (Schneider 1973). Li service 
encounters, customers judge service providers on their ability to deliver the service 
right the first time, their ability to recover if things go wrong, how well they deal with 
special requests, and on their spontaneous actions and attitudes (Bitner et al.l990; 
Bitner et al.l994). 
3.2.2 Effects of Service Encounters 
Previous research suggests that customer/employee encounter can have a 
significant impact on both customer satisfaction and sales performance (Bitner 1990; 
Cronin and Taylor 1992; Parasuraman et al. 1985; Weitzel et al. 1989). Customer 
satisfaction with this interpersonal exchange is shaped by the employee's willingness 
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to serve the customer and his competence in performing relevant job tasks (Schneider 
and Schechter 1991; Tansik 1990). 
Li fact, service encounters are interesting phenomena with short-run and long-
run effects. Li the short run, they are the social occasion of economic exchange in 
which society allows strangers to interact. For sellers, an encounter is the point on 
which both today's and tomorrow's business success hinges, for both depend on the 
functional and social performance of the service provider's interactions with the 
customer. For customers, it is the key element in the economic exchange in which 
functional and psychosocial benefits are produced and delivered by the service 
provider. 
Li the long run, encounters provide the social occasions in which buyer and 
seller can negotiate and nurture the transformation of their accumulated encounters 
into an exchange relationship. The concept of exchange has been claimed to be central 
in marketing, for example, Bagozzi (1975) proposes that the core of marketplace 
behavior is the exchange of values within different relationships. Kotler (1991, p.7) 
defined exchange as "the act of obtaining a desired product from someone by offering 
something in return". Service relationships are then built from these 
encounters/moments of truth; each encounter tests the organization's ability to keep its 
promises and contributes to the customer's overall satisfaction and willingness to do 
business with the organization in the future (Bitner et al.l990; Bolton and Drew 1992; 
Woodside etal.l989). 
Czepiel et al. (1987,1990) explain that repeated encounters provide the 
occasions in which the provider(s) and client are able to develop a more complex 
relationship. Since service encounters are social encounters first, it is only natural that 
repeated encounters develop personal as well as professional dimensions. It is this 
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personal dimension that reduces the social distances between the client and the 
provider and the firm and ultimately approaches what is known as psychological 
loyalty. Michael Millken, the junk bond king of the investment banking firm Drexel 
Burnham Lambert, has apparently been able to build such relationships with his 
clients. As one client said in the midst of Millken's legal troubles, “ It's not a question 
of dollars. I can raise money anywhere. I just feel a tremendous loyalty love for 
Michael, and I wanted him to know that I'm here." (Business Week, 1987, p.74). 
When a customer is interacting with a firm for the first time, initial encounter 
will be critically important in creating a first impression. Marriott Hotels learn from 
their extensive customer research that events occurring early in a service experience 
(first 10 minutes of the guest's stay) contribute most to customer loyalty. On the other 
hand, when a customer has an existing relationship with a firm, each encounter can 
still influence the likelihood of relationship continuation through its contribution to 
the overall image the customer has of the organization. 
Obviously, a series of very positive encounters will form a stronger base for a 
relationship than will a series of negative events. Through a series of positive 
encounters, a sense of trust in the organization will evolve together with growing 
relationship commitment (Morgan and Hunt 1994). A series of negative events will 
have the opposite effects. A mixture of positive and negative experience will leave the 
customer wondering about the quality of the organization and unsure of what to 
expect on the next visit. 
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3.3 CUSTOMER RETENTION AND RELATIONSHIP MARKETING 
From the pr6ceding literature review, we can see that the task of a salesperson 
in a relationship context is to guide the customer through the stages of the relationship 
development process, from establishing a business relationship to long-term 
commitment, with sales or other performance being the acknowledgment of the 
relationship. The customer's best assurance of future performance is a continuous 
history of personalized, error-free interaction. 
Recognition of the importance of relationships in exchange has inspired 
marketers to focus on the maintenance of exchange relationships rather than on the 
accumulation of transient transactions. Relationship marketing has been addressed in 
the marketing channels literature (Arndt 1979; Dwyer et al. 1987; Frazier and 
Summers 1986), as well as in industrial marketing (Hakansson 1982; Jackson 1985a， 
1985b; Gummesson 1987b) and services marketing (Crosby et al. 1990; Gronroos 
1990a) literature. 
Relationship marketing is borne out of many schools of thought, ranging from 
a service orientation championed by Gronroos, as an advocate of the Nordic view of 
marketing, to the network-interaction perspective pioneered by the Lidustrial 
Marketing and Purchasing (EMP) group. Gummersson (1987a, 1995) defines 
relationship marketing (R.M.) is marketing seen as relationships, networks and 
interaction and aims at reaching a critical mass of relationships with customers, 
distributors, suppliers, public institutions, individuals, etc. Gronroos (1990d,) states 
that relationship marketing is to establish, maintain, enhance and commercialize 
customer relationships (often but not necessarily always long term relationships) so 
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that the objectives of the parties involved are met. This is done by a mutual exchange 
and fulfillment of promises. 
Shani and Chalasani (1992) offer a similar definition. They define R.M. as an 
integrated effort to identify, maintain, and build up a network with individual 
consumers and to continuously strengthen the network for the mutual benefit of both 
sides, through interactive, individualized and value-added contacts over a long period 
of time (p.44). 
Service researchers since the early 1980s have drawn attention to the need to 
retain as well as attract customers (Berry 1983; Christopher et al. 1991). Others have 
expanded on this concept, noting among other things that different types of 
relationships are appropriate for different types of customers (Jackson 1985a^); 
Relationships are not a substitute for having a strong up-to-date core service (Crosby 
and Stephens 1987); and success revolves around strong relationships (Schlesinger 
and Heskett 1991). 
Apparently, there is a positive incentive for consumer^uyer to enter a 
relationship when expected relationship benefits exceed costs. Potential returns from a 
close buyer-seller relationship include reduced uncertainty, lower transaction and 
search costs, and better information and suggestions. Potential relationship costs 
include the investment of time, money, and effort required to enter the relationship as 
well as foregone benefits that might have been obtained elsewhere (opportunity costs). 
In sum, the importance of relationship marketing is to transform transaction 
customers into relationship customers. As marketers fmd that the marketing costs 
involved in the creation of interest in an uninformed new customer far outweigh those 
involved in maintaining the relationship necessary to continue exchanges between 
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buyer and seller, customers are encouraged to make an indefinite commitment to the 
seller for satisfaction of their requirements in a given area (e.g. banking needs). 
Understanding the success of methods used to develop long-term relationships 
with consumers thus becomes critical in the process of gaining competitive advantage. 
A review of the concepts of commitment (an essential ingredient of successful long-
term relationship) and relationship quality (an important element of relationship 
marketing), therefore, would be important to develop and maintain a successful long-
term relationship. 
3.3.1 Commitment - Essential Ingredient of Successful Long-Term Relationship 
Commitment is an essential ingredient of successful long-term relationships 
(Gundlach et al. 1995) and has triggered research on the factors that contribute to 
developing, maintaining and increasing commitment (e.g. Anderson and Weitz 1992; 
Dwyer et al. 1987; Morgan and Hunt 1994; Young and Denize 1995). It is generally 
accepted that the future prospects of a buyer-seller relationship depend on the 
commitment made by the participants in the relationship. Relationship between 
service providers and their clients are comparable to other relationships such as a 
marriage between husband and wife, a romantic relationship, buyer-seller relationship 
and other business relationship contexts. In these cases, commitment is the key to 
success. 
Commitment has been central in the social exchange literature (Blau 1964; 
Thibaut and Kelley 1959). Cook and Emerson (1978) characterize commitment as "a 
variable we believe to be central in distinguishing social from economic exchange." 
More specifically, in the marriage literature, McDonnell (1981) concludes, "Clearly, 
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the major differentiation of these exchange relationship types ... is the mutual social 
trust and the resultant commitment on the part of the individuals to establish and 
maintain exchange relationships." 
Commitment also is viewed as critical in the literature of organizational and 
buyer behavior. Organizational commitment is among the oldest (Becker 1960) and 
most studied (Reichers 1985) variables in organizational behavior theory. 
Organizational commitment reflects an individual's identification with and 
involvement in an organization (Steers 1977). A committed individual believes in and 
accepts the goals and values of the organization, expresses genuine interest in its 
welfare, expends considerable effort on its behalf, and desires to remain a member. 
Besides, commitment is a focus in interfirm relations. It has been characterized by 
various authors as including developed, cooperative sentiments (Childers and Ruekert 
1986)，high investment by both parties in the relationship (Rosson and Ford, 1982), 
strong preferences for existing partners (Teas and Sibley 1980) propensity and 
preference for relation continuity (Anderson and Weitz 1989). Common to these 
views is that commitment is characterized by a disincentive to replace relation 
partners. 
Although previous research has focused largely on the commitment of 
employees, the construct's domain can be extended to the relationship between 
service provider and customer. The employee commitment-customer commitment 
analogy is especially relevant when one considers that service customers are often 
active participants in the service delivery process (Kelley et al. 1990; Mills 1986). 
From this perspective, just as employees differ in their efforts expended on behalf of 
the firm, significant variability in customer involvement and willingness to participate 
4 4 
in service delivery also exists (Bateson 1985). Some researchers even view customers 
as "partial employees，，(Mills and Morris 1986). 
Li consumer behavior research, brand loyalty is initially viewed as simply 
repeat buying. Later, researchers come to realize that "repurchase is not sufficient 
evidence of brand loyalty" (Newman and Werbel 1973, p.404). Jn fact, Assael (1987, 
p.665) defines brand loyalty as "commitment to a certain brand" arising from certain 
positive attitudes. Jn industrial marketing, source loyalty is initially suggested as the 
equivalent to brand loyalty in the consumer goods context (Wind 1970). Javis and 
Wilcox (1977) view source loyalty as only repeat purchase behavior rather than "true" 
loyalty. "True" loyalty should have, in addition to a behavioral dimension, a 
psychological dimension in the form of a bond of attachment (Becker 1960). This 
psychological dimension is conceptualized as affective commitment and will be 
discussed later (see 3.3.2). 
Liljander and Strandvik (1993) conclude that commitment and loyalty are 
related concepts, though they emanate from different research traditions. Loyalty is 
usually defined as observed purchase behavior. This is consistent with the 
transactional perspective used within traditional consumer marketing. Commitment 
has been used within the interaction approach of industrial marketing. It refers to 
adaptation processes which are the result of the parties' intentions to act and positive 
attitudes towards each other. Liljander and Strandvik define loyalty as only repeat 
purchase behavior within a relationship. Commitment is defined as the parties' 
intentions to act and their atttitude toward interacting with each other. 
Types of Commitment 
In the business literature, commitment has been viewed primarily in economic 
terms, although some authors also consider the social role of commitment. In 
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organizational research, two distinct views of organizational commitment have 
developed, one regards it as attitudinal (Porter et al. 1974) and the other as behavioral 
(Becker 1960), Meyer and Allen (1984) acknowledge the importance of both 
approaches and label them as affective and continuance commitment. Affective 
commitment is the desire to continue a relationship because of positive affect toward 
the partner. Continuance commitment is similar to the concept of loyalty behaviors 
(e.g. relationship continuance, increased scale or scope of relationship, and 
recommendation) in service management literature. 
Later, Allen and Meyer (1990) identify a three-component model of 
commitment which explain the intention to continue the relationship. The affective 
component of organizational commitment refers to employees' emotional attachment 
to, identification with, and involvement in, the organization. The continuance 
component refers to commitment based on the costs that employees associate with 
leaving the organization. Finally, the normative component refers to employees' 
feelings of obligation to remain with the organization. Jn each case, commitment 
refers to a psychological state that binds the individual to the organization (i.e. makes 
turnover less likely). 
In interorganisational relationships, affective commitment and calculative 
commitment have been discussed most frequently (Mathieu and Zajac 1990). Both 
affective and calculative commitment are psychological states, i.e. relatively stable 
attitudes and beliefs about the relationship that arise, at least in part, out of interaction 
(Huston and Robins 1982). The underlying motive to maintain a business relationship 
is a "generalized sense of positive regard for, and attachment to, the organization" 
(Konovsky and Cropanzano 1991, p.699). According to this view, an affectively 
committed channel member desires to continue its relationship because it likes that 
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partner and enjoys the partnership (Buchanan 1974). It experiences a sense of loyalty 
and belongingness (Jaros et al. 1993; Porter et al. 1974). Calculative commitment, in 
contrast, is the extent to which channel members perceive the need to maintain a 
relationship given the significant anticipated termination or switching costs associated 
with leaving. It results from a "cold" calculation of cost and benefits, including an 
assessment of the investments made in the relationship and the availability of 
alternatives to replace or make up for the foregone investments (Allen and Meyer 
1990). Furthermore, commitment in marketing channels have generally encompassed 
several dimensions, often incorporating affective commitment, expectation of 
continuity, and willingness to invest in the relationship (Anderson and Weitz 1992; 
Mohr and Nevin 1990). 
Previous discussion has indicated that firms remain in relationships because of 
the social and/or economic benefits they receive, the degree and nature of investment 
in relationships, the lack of better quality alternatives, the lack of opportunity to 
change suppliers (Sriram and Mummalaneni 1990) and/or the personalization of 
relationships (Morris and Holman 1988). Recently, Young and Denize (1995) find out 
that there are other reasons that firm continue to remain with their accountants. 
Despite dissatisfaction, firms often continue in relationships because of aversion to 
risk, inertia, psychological dependence and even the belief that their accountant's 
"glory" is reflected on themselves. Besides, their result indicate that an important 
difference in various types of commitment is the amount and source of effort in 
maintaining the relationship. 
4 7 
3.3.2 Relationship Quality/Strength - Ingredient of Relationship Development and 
Enhancement 
Researchers have defined relationship quality as manifested in several distinct, 
though related constructs, yet there is still no consensus on which constructs comprise 
relationship quality (Kumar et al. 1995a). 
Dwyer et al. (1987) note that three constructs seem critical in the process of 
relationship development: trust, commitment, and disengagement." Later, researchers 
conceptualize relationship quality as a buyer's trust in a salesperson and satisfaction in 
the relationship (Crosby et al. 1990; Lagace et al. 1991). More recently, Kumar et 
al.(1995a) see relationship quality in supplier-reseller relationships as encompassing 
conflict, trust, commitment, and two constructs that represent the converse of 
disengagement - willingness to invest in the relationship and expectation of 
continuity. Similarly, Storbacka et al. (1994) pursue a dynamic relationship quality 
perspective by linking together the concepts of service quality, customer satisfaction, 
relationship strength, relationship longevity and relationship profitability as well as 
related constructs. They propose that relationship strength is of utmost importance 
when designing action programs for customer relationship enhancement. 
Other researchers have similar approach and findings. For instance, Anderson 
and Weitz (1989), Wilson and Mummalaneni (1990) and Mummalaneni and Wilson 
(1991) present models of relationship development where factors such as trust, 
satisfaction, social bonds and relational investments are said to impact on the 
development of commitment. Jn a similar vein, Dwyer et al. (1987) and Szmigin 
(1993) have developed models of relationship development where relationships 
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increase in commitment as they "mature" through time and through continuing 
interactions (these often increase in scale and scope). 
Previous literature has identified several determinants of relationship quality 
such as (1) seller's expertise (Crosby et al. 1990; Lagace et al, 1991), (2) seller's 
ethical orientation (Lagace et al. 1991)，and (3) relationship duration (Lagace et al. 
1991). The recent work of Bejou et al. (1996) has added two more variables as 
potential determinants of relationship quality : customer and selling orientations of the 
salesperson. Finally, Tuomo and Outi (1996) have suggested ethical orientation as an 
important determinant of relationship quality. It comprises of: (1) the ethics of 
keeping promises and truth-telling; (2) the ethics of equal treatment ofcustomers; (3). 
the ethics of commitment and (4) the ethics of communication. These ethical 
orientation may enhance customers' perceptions of fairness and reward obtained from 
the exchange. These perceptions are likely to influence relationship quality. 
Trust -dimension of relationship quality 
Trust is important in an exchange relat ionship because it leads to construct ive 
dialogue and cooperat ive problem-solving (Pruitt 1981). For example , in a study of 
managerial problem solving effect iveness , Zand (1972) find that higher levels of trust 
are associated with bcttcr goal clarification between parties, greater exchange of 
informational messages, greater problem-solving search, and increased commi lmen t 
to implement agreements . Because of the characterist ics of service, buyers of ten facc 
considerable uncertainly s temming from such factors as intangibility，complexity, lack 
of service familiarity, and long lime horizon of delivery. Uncertainty implies the 
potential for service failure and negative outcomes. Cus tomer is vulnerable to the 
quality of promises made by the seller and thus trust does need to exist to facilitate 
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exchange. Because of this uncertainty concerning the outcome and, service buyers 
therefore look for cues to infer trust. 
Antecedents of Trust 
There is a significant amount of research on trust building in interpersonal 
relationships. Since the 1950 publication of Erik Erikson's Childhood and Society, 
many psychologists have viewed trust and mistrust as the cornerstone of human 
development. For example, the first major developmental dilemma is the trust versus 
mistrust crisis faced by infant upon entering a world of confusion and complexity. 
A fundamental problem in any social exchange, especially that in which 
service providers engage, is to prove oneself trustworthy (Blau 1964). Trust is found 
to be influenced by a variety of factors. 
Service providers can gain trust by being consistently paired with desirable 
outcomes sought or expected by the client (Milliman and Fugate 1988).Various 
marketing practices implicitly stimulate a buyer's beliefs about a seller's 
trustworthiness. For example, brand names, trademarks, logos, and seals-of-approval 
are symbols that promise a certain kind of service or product. Guarantees are more 
explicit antecedents of trust. And, of course, experience-direct or vicarious--is 
another basis for a buyer's beliefs about a seller's trustworthiness. Jn a study 
conducted in the medical sales field, four components of behavior are also deemed 
important in gaining or proving trust; competency, dependability, responsibility, and 
likability (Swan et al. 1985). 
Swan and Nolan (1985) summarize tmst development in a selling situation by 
relating both marketing and social psychological literature to the sales environment. 
Their overview identifies buyer's personality, buyer's experience with the salesperson, 
salesperson characteristics and behavior, image of the selling firm and buyer 
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attribution of salesperson's trustworthiness as components of trust. They then use a 
variation of the confirmation/disconfirmation model to illustrate that the building of 
trust requires both time and experience. Besides, their model simultaneously uses 
attribution theory to explain the prospect's trust in a salesperson. Attribution theory 
states that an individual will attribute observable events to their underling causes on 
the basis of covariation of cause and effect. An event will be attributed to a cause that 
is present when the event is present and absent when the event in not observed. 
The requirement for time has also been noted by Blau (1964)，Lindskold 
(1978) and Swan et al. (1985). Li the case of trusting a service provider, trust between 
the exchange parties is not likely to appear early in a relationship because there would 
be little basis in past experience for its existence and trust is the product of individuals 
sequentially reacting to each other's behavioral displays. Similarly, Gronroos (1991) 
highlights the role of promise fulfillment in a business relationship. Promises are kept 
or broken and the reliability of service is tested every time the customer interacts with 
the organization, and each encounter contributes to the customer's overall satisfaction 
and willingness to do business with the organization in the future (Bitner 1990; Bolton 
and Drew 1992; Woodside et aL1989). From the organization's perspective, each 
encounter thus presents an opportunity to prove its potential as a quality service 
provider, to build trust, and to increase customer loyalty to build a relationship. 
Trust is also written about in more recent sales and marketing journals. For 
example, Swan et al.(1988) discuss trust as comprised of five behavioral attributes 
including dependability, reliability, honesty, responsibility and likableness. Crosby et 
al.(1990) report that salespeople marketing complex products and services often 
perform the role of relationship manager. Furthermore, relationship quality is 
contingent upon the level of trust developed by the salesperson, ln a recent concept 
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analysis of trust, Jeanine (1996) has identified perceptions of competence, reliability, 
past experience and trustworthiness of the trustee as the antecedents of trust. 
While the above research work reflected on the components of trust, other 
researchers have analyzed the subject matter from another perspective. Ali (1994) has 
analyzed the mechanisms which produce trust are of three types: process based; 
character based; institution based. Process-based trust is founded on past and expected 
future exchanges between buyer and seller. Norms of reciprocity build up over time 
among the small number of participants and these serve as common expectations on 
which exchange is based. This form of trust is characterized by constitutive 
expectations. Goodwill develops in recurring exchanges, repeated economic relations 
become overlaid with social content which carries a strong expectation of trust and 
abstention from opportunism. 
Character-based trust is said to arise out of such characteristics as ethnicity, 
gender and age. These serve as indicators of membership in a common cultural system 
and shared background expectations. The mere occurrence of social interaction has 
the effect of building faithfulness, because the more people participate in a social 
system, the more they acquire an affective bond with others. 
By their nature, process-based and character-based trust depend on a small 
number ofrelatively homogeneous exchange participants. 
Listitution-based trust is more likely to be associated with stranger marketing, 
where people undertaking transactions do not know each other. It is not founded on 
the individuals to a transaction, but rather on institutional practices. The factors 
which contribute to the production of institution-based trust are individual and firm-
specific actions, for instance, the gaining of an M B A , membership of trade 
associations and the like. 
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Li summary, the above discussion produces a continuum of trust, which is 
differentiated on the basis of personal to impersonal relations. Each trust mechanisms 
is said to exhibit a different level of impersonality and therefore expectation. Personal 
relations are correlated with stronger expectations and levels of trust. The implication 
for marketers is that if they are selling intangibles it is the more personalized, 
network-oriented marketing methods which are likely to be successful. 
Affective Commitment - dimension of relationship quality 
Affective commitment has been highlighted in organization research (e.g. 
Meyer and Allen 1984) and is important in exchange relationship (e.g. Anderson and 
Weitz 1992; Kumar et al. 1995a, b; Morgan and Hunt 1994, Shemwell et al. 1994) 
where the underlying motive to maintain a channel relationship is a "generalized sense 
of positive regard for，and attachment to, the organization" (Konovsky and 
Cropanzano 1991,p.699). 
Participants in a service relationship, whether in its early or more developed 
stages, engage in ongoing assessments of each other and the relationship. These 
reciprocal evaluations tend to be triggered and shaped by interactions and exchanges 
between the parties. Thus, every service encounter provides an opportunity for the 
client to evaluate the value he/she receives from the service organization in the 
context of their relationship. According to Wilson and Mummalaneni (1986)，these 
assessments determine the degree of satisfaction the participant has with the 
relationship. 
As the relationship developed between the service organization and its client 
is based on an increasing number of positive assessments arising out of individual 
service encounter, a process of bonding takes place which further facilitates its 
development. This process signifies a transformation in the nature ofrelationship from 
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a "formal role" relationship to a "close personal" relationship which is ultimately 
reflected in the parties' degree of commitment to the relationship (Wilson and 
Mummalaneni 1986; Mummalaneni and Wilson 1991). Thus, bonding leads to and 
intensifies their commitment to one another. 
Bonding can be social and structural in nature. Jn addition to six different types 
of bonds, namely, social bonds, technological bonds, knowledge bonds, planning 
bonds, and legal/economic bonds which have been suggested by various researchers 
(Ford 1980; Hakansson 1982; Wilson and Mummalaneni 1986)，Liljander and 
Strandvik (1995) have suggested ten different types of bond in consumer market. Of 
these, they have suggested that the consumer may also have geographical, cultural, 
ideological and psychological bonds to a service provider. For instance, a 
psychological bond, where the customer is convinced of the superiority of a bank, is 
probably a very effective exit barrier. The consequence of bonds is that the customer 
might accept lower levels of service quality, compared with other service companies, 
without breaking the relationship. 
The argument that the relationship between the service organization and the 
client organization is strengthened by the network of social relationships between 
individual members of both organizations has been supported by many scholars. It is 
based originally on McCall's (1970) notions of social bonds and has been reinforced 
by Turner's (1970) idea of personal bonding, Jackson's (1985b) concept of person-
focused commitment and Dwyer's et al. (1987) emphasis on personal non-economic 
satisfaction, all of which underscore the analogy between buyer-seller relationships or 
client-service provider relationships. 
Structural bonding, as described by Wilson and Mummalaneni (1986) refers to 
structural investments that tie relationship participants together for economic, 
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organizational and strategic reasons and are characterized inter alia by elements of 
irretrievability, social pressure, importance and perceived environmental uncertainty. 
Maintenance of a relationship is said to be highly dependent on actions of the 
front line employee, who act as part-time marketers (Gummesson 1987a) or 
relationship managers (Crosby et al. 1990). Customer' perceptions of the performance 
of these individuals tend to determine their satisfaction with and extent of their 
relationship with the firm (Gingold and Maier 1986). Reichheld (1994) contends that 
customers build bonds of trust and expectations with employees, not with the 
company, and when these people leave, the bond is often broken. 
Benefits to the organization of continued customer loyalty are well understood 
(Berry and Parasuraman 1991; Reichheld 1993). From consumers' perspectives, they 
choose to stay in the relationships may due to their predictability of quality and 
comfort, special needs are accommodated and the consumer learns what to expect. 
This is particularly true for complex services (e.g. legal, medical, education), for 
services where there is high ego involvement (e.g. hair styling ) and for services that 
require large dollar investment (e.g. insurance, corporate banking, architecture). In 
some long-term customer/firm relationships, a service provider may actually become 
part ofthe consumer's social support system (Adelman et al. 1994). In such situations, 
service customers may develop relationships resembling personal friendships, 
affecting the consumer's quality of life. 
On the other hand, switching costs are frequently high both in terms of the 
dollar costs of transferring business from one provider to another and in terms of 
psychological and time-related costs because to change would mean educating a new 
provider on everything such as your preferences, needs and so forth. 
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Customer Satisfaction - dimension of relationship quality 
Customer satisfaction (CS), as a dimension of relationship quality, has 
emerged as an important means of measuring business performance, as well as 
national economic performance. Given the high cost of obtaining new customers as 
opposed to maintaining existing customers, it should not be surprising that high-
satisfaction firms enjoy a higher rate of return on assets. 
Satisfaction in a relationship is centered around the roles assumed and 
performed by the individual parties (Murstein 1977). The dynamic, often complex, 
role performed by salespeople in long-term sales contexts increases the importance of 
the customer's perception and evaluation of the salesperson's efforts to manage the 
often multifaceted relationship over time (Frazier 1983). Satisfaction, then is an 
"emotional state that occurs in response to an evaluation of these interaction 
experiences" (Westbrook 1981). Kellerman (1987) has identified "anticipation of 
future interaction" as an outcome goal of dyadic encounters. High expectations of 
future interchange would reflect a favorable perception of the current relationship. 
Hence, the best predictor of a customer's likelihood of seeking future contact with a 
salesperson is the quality of the relationship to date. 
Satisfaction has several important consequences. It is well documented that 
satisfied customers are more likely to remain customers and tend to disseminate 
favorable word-of-mouth publicity and make referrals to improve future sales and to 
be insulated against the offensive tactics ofcompetitors. Fornell (1992) shows a strong 
positive relation between customer satisfaction and customer retention or repurchase 
behavior. 
On the other hand, dissatisfied customer could take various alternative courses 
of action that range from doing nothing at all, making complaints, or switch, or 
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badmouthing to instituting legal action against the seller (e.g. Fornell and Wernerfelt 
1987; Hirschman 1970). 
Definition of Customer Satisfaction 
Customer satisfaction refers to the ability of a business to serve its customers 
according to their expectations and to maintain a long term relationship with each 
customer. Customer satisfaction includes not only satisfaction with the product or 
brand, but also with the service dimension of a transaction. Li fact, there are various 
ways to look at this concept. 
Outcome versus process. There are two types of definitions that differ in terms of 
emphasizing CS either as an outcome or as a process. Some definitions construe CS 
as an outcome resulting from the consumption experience. These definitions include: 
“the buyer's cognitive state of being adequately or inadequately rewarded for the 
sacrifices he has undergone" (Howard and Sheth 1969, p.l45); "an emotional 
response to the experiences provided by, associated with particular products or 
services purchased, retail outlets, or even molar patterns of behavior such as shopping 
and buyer behavior, as well as the overall marketplace" (Westbrook and Reilly 1983， 
p.256) and "the summary psychological state resulting when the emotion surrounding 
disconfirmed expectations is coupled with the consumer's prior feelings about the 
consumption experience" (Oliver 1981, p.27). 
Other definitions suggest that an evaluative process is an important element 
underlying CS. These include: “an evaluation rendered that the (consumption) 
experience was at least as good as it was supposed to be" (Hunt 1977，p.459), as "an 
evaluation that the chosen alternative is consistent with prior beliefs with respect to 
that alternative" (Engel and Blackwell 1982, p.501), and as "the consumer's response 
to the evaluation of the perceived discrepancy between prior expectations (or some 
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Other norm of performance) and the actual performance of the product as perceived 
after its consumption" (Tse and Wilton 1988，p.204). This approach spans the entire 
consumption experience and points to an important process which may lead to CS 
with unique measures capturing unique components of each stage. 
Level of specificity. Consumer satisfaction definitions also differ in their level of 
specificity. Commonly employed levels include satisfaction with a product (Churchill 
and Surprenant 1982)，with a consumption experience (Woodruff et al. 1983), with a 
purchase decision experience (Westbrook et aL 1978), with the salesperson (Swan and 
Oliver 1985), with a store (Oliver 1981), and with a pre-purchase experience 
(Westbrook 1977). 
Cognitive versus emotional approach. The conceptualization of satisfaction as a 
cognitive evaluation (i.e. attribute based) versus an emotional state (i.e. global feeling) 
has generated some debate. Marketing researchers have tended not to conceptualize 
satisfaction as a cognitively based evaluation of product/service attributes. Instead, 
they typically define satisfaction as an emotional response to a product, or service use 
or consumption situation. 
Satisfaction is a psychological construct describing the subjective emotional 
state that occurs in response to an evaluation of a set of experiences (Locke 1969). 
The emotional state may vary in favorability, depending on the individual and the 
evaluation made, from positive (i.e. satisfaction) to negative (i.e. dissatisfaction). The 
concept of satisfaction has applicability to the full range ofhuman experience, and has 
been successfully studied in regard not only to experiences with products, but also to 
experiences with work (job satisfaction), marriage (marital satisfaction), health care 
(patient satisfaction), life in general (life satisfaction), and retailing (retail 
satisfaction). 
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Satisfaction with services only. Licreasingly, scholars are acknowledging the multi-
dimensional nature of satisfaction as an affective construct (Westbrook and Oliver 
1991). Crosby and Stephens (1987) conceptualize satisfaction with whole life 
insurance as having three elements, namely, satisfaction with the (a) contact person, 
(b)core service, and (c) institution. Results of the study show that, in addition to being 
distinct (i.e. possessing discriminant validity), the three satisfaction components have 
differential relationships with the modeled antecedents. Li a recent study conducted by 
Singh (1991), he suggests that object-based evaluations are appropriate for service 
evaluation. The results support a multidimensional-multiobject model of satisfaction 
construct. 
Oliva et al. (1992) propose a catastrophe model of consumer satisfaction with 
service, where specific service attributes are related to overall service satisfaction in 
order to determine the impact of a particular attributes on satisfaction. This points to 
both a conceptual and methodological similarity of approach between multi-attribute 
attitude research and satisfaction research. 
][n a recent study, Danaher and Mattsson (1994a，b) also use an attribute-based 
model of satisfaction. The authors use scales with symbols (smiling through to 
frowning faces) for process measures and find additional support for modeling 
different "objects" in the service. Each object is evaluated differently, both as to total 
satisfaction outcome, and along the value dimensions that correspond to the different 
types of attributes for each encounter. However, one important criteria is that there 
should be a context-specific number of attributes pertaining to a particular encounter. 
Finally, due to the absence of physical cues for services, some studies currently 
start to look at the impact of feelings as the basis for service evaluations. For instance, 
Arnould and Price (1993) find that high levels of trip satisfaction can simultaneously 
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include extreme positive (pleasure, happiness, etc.) and extreme negative feelings 
(sad, regretful, etc.) 
Antecedents of Customer Satisfaction 
It is generally agreed that the satisfaction judgment is originated from a 
comparison of the level of product or service performance, quality, or other outcomes 
perceived by the consumer with an evaluative standard (see Yi 1991). Typically, the 
evaluative standard most often assumed is the consumer's prepurchase expectation 
set，which, when compared to the level of perceived product performance, yields 
disconfirmation beliefs. These in turn are believed to produce the satisfaction 
judgment (Bearden and Teel 1983). Other standards that have been investigated in the 
literature, include desired levels of product performance or outcomes (Westbrook and 
Reilly 1983), brand or product-category norms (Woodruff et al. 1983)，and equitable 
performance or outcomes (Oliver and Swan 1989). 
Examples of determinants of CS are demographic or socio-psychological 
characteristics of consumers. For instance, consumer satisfaction is affected by age, 
education (Pickle and Bruce 1972) and total family income (Mason and Himes 1973). 
However, support of the relationships between CS and these factors seems to be weak 
in other studies (e.g. Westbrook and Newman 1978). 
The role of interpersonal interaction in influencing customer satisfaction has 
been recognized in prior literature on services marketing (Crosby et al.l990; Solomon 
et al. 1985). For instance, Westbrook (1981) finds that the interpersonal relationship 
between consumer and provider of professional services to be of significant 
importance in determining the overall level of satisfaction with a retail store. Bitner et 
aL (1994) assert, "in service settings, customer satisfaction is often influenced by the 
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quality of the interpersonal interaction between the customer and the contact 
employee." 
In most cases customer satisfaction will not be based on a single factor; it will 
be the result of a combination of several factors customers consider to be appropriate 
in the creation of satisfaction. Some factors may be more important than others. For 
example, the cleanliness of a restaurant is a function of the cleanliness of the dining 
area, rest room facilities, and kitchen. The weights assigned by each customer will 
differ resulting in a different satisfaction value for each customer. 
Current models of satisfaction have explicitly considered the role of 
"consumption emotion" patterns as predictors of satisfaction (e.g. Mano and Oliver 
1993; Oliver 1993a; Westbrook 1987). Jn a recent review of the determinants of 
consumer satisfaction (Spreng et al. 1996)，the impact of desires on satisfaction is 
acknowledged. It helps to explain why a consumer's satisfaction with a product may 
change over time, even though the extent to which the product meets his or her 
expectations remains relatively constant. 
Service Quality - Antecedent of Customer Satisfaction 
Before we go to the next section on the topic of customer perceived service 
quality (see 3.4), it is perhaps important here to distinguish between customer 
satisfaction and service quality and the relationship of these two constructs. During 
the past ten years, evidence has accumulated on the association between quality and 
satisfaction and future repurchase within models of attribution, expectancy, and equity 
(Folkes 1984; Oliver and DeSarbo 1988). 
Generally, quality is viewed as a more enduring construct having quality 
specific referents and as a more holistic measure whereas satisfaction is a 
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superordinate concept which includes quality influences, is situation- and experience-
specific, and involves nonquality dimensions and antecedents unique to satisfaction 
judgments . 
Service quality and satisfaction are distinct constructs. The most common 
explanation of the difference between the two is that perceived service quality is a 
form of attitude, a long-run overall evaluation, whereas satisfaction is a transaction-
specific measure that results from the comparison of expectations with performance 
(Bitner 1990; Parasuraman et al. 1988). 
Perceived service quality has consistently been conceptualized as being 
cumulative in nature (e.g. Cronin and Taylor 1992; Parasuraman et al.l988). 
However, conceptualizations of customer satisfaction have varied. In some instances, 
customer satisfaction has been viewed as transaction-specific in nature and an 
antecedent of perceived service quality (e.g. Bitner 1990; Bolton and Drew 1991b)， 
whereas in other instances it has been viewed as a cumulative evaluation and a 
consequence ofperceived service quality (e.g. Cronin and Taylor 1992). 
The most comprehensive test to date has been performed by Cronin and Taylor 
(1992). Using structural equation modeling incorporating reciprocal (nonrecursive) 
paths between satisfaction and quality, the authors test a S E R V Q U A L framework 
across eight service companies (two each representing banking, pest control, dry 
cleaning, and fast food). The result indicates that service quality is an antecedent of 
customer satisfaction. Kelley and Davis (1994) also come up with the same 
relationship. 
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3.4 CUSTOMER PERCEIVED SERVICE QUALITY 
Quality was introduced in the services literature in the beginning of the 1980s. 
Since then, quality has been an integral part of service management and marketing 
theory for the Nordic School of services in Europe (see Gronroos and Gummesson 
1985). It has been based on the notion that it is what customers perceive as quality that 
is important, not what designers or operations managers believe is good or bad 
quality. 
On the surface, the satisfaction of customer needs and wants by providing 
quality service seems reasonably straightforward. However, in order to offer improved 
customer service quality, the service provider needs to understand exactly what 
service is being offered, what aspects of the service are important for the customer or 
for segments of customers and how the company is measuring up to customer 
demand. The nature and characteristics of services make this task particularly 
challenging. Intangibility, perishability, heterogeneity, inseparability and variability all 
contribute to difficulties in understanding and measuring service quality (Rathmell 
1974; Shostack 1977). 
Quality is a multi-dimensional or multi-attribute construct, (e.g. Cronin and 
Taylor, 1992; Parasuraman et al., 1985, 1988). The conceptualization and 
measurement of quality have engaged researchers (Table 11). From the earliest work 
to operationalize service quality as a 2-dimensional construct (technical and functional 
quality) by Gronroos (1982) or a 3-dimensional construct consisting of "interactive," 
"physical," and "corporate" quality dimensions by Lehtinn and Lehtinen (1982), the 
most recent evidence indicates the possibility of 5 to 9 distinct dimensions of service 
quality depending on the type of service sector under investigation (Carman, 1990). 
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TABLE 11 
Conceptualization and Measurement of Service Quality 
Gronroos 1982 introduction of the concept of 2 types: technical and functional 
perceived service quality and the 
model of total service quality, the 
"gap" between a consumer's 
perception of service and expectation 
of service outcome quality: the result 
of the service transaction process 
quality: the manner in which the 
customer receives the service from  
the service provider  
Lehtinen and 1982 service quality is produced in the ™3 dimensions: physical(equipment 
Lehtinen interaction between a customer and used), corporate quality (image or 
elements in the service organization reputation of the co.), and the 
interaction between contact personnel 
and customers (interactive  
Woodruff, 1983 suggest that consumer expectations 
Cadotte and introduce redundancy in the 
Jenkins measurement of service quality  
Gronroos 1984 perceived quality of a given service 
will be the outcome of an evaluation 
process, where the consumer compare 
his expectations with the service he 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ perceives he has received  
Parasuraman et 1985 - a comparative funcdorTbetween ™™~" ™10 dimensions in financial serviceT™™" 
aL consumer expectations and actual - Reliability, Responsiveness, Access, 
service performance Courtesy, Communication, ’ 
-as a more general and long - term Competency, Credibility, Security, 
evaluation Understanding/Knowing the 
-introduce gap analysis customer, Tangibles 
- 97 items  
Parasuraman et 1988 on the basis of the nature of the ""5M^^^^i^UXT^^T5iiii^i^JI5ii7^T — 
al expectations included and the timing seven-point Likert-type items) 
involved, i.e. perceived service - Tangibles (4-item); Reliability (5-
quality is a global judgement or item); Responsiveness (4-item); 
attitude relating to the superiority of Assurance (4-item); Empathy (5_ 
the service, whereas measure of item) 
satisfaction relate to a service - gap score (P-E scores) as a measure 
encounter of "service quality"Reliability: 
_ _ _ _ _ _ _ _ _ _ ability to perform thg pjgjggj^d Zdthaml 1988 - customer assessment of the ™™~™"™|™TS^ ;^^ i^ S ]^^ r^iiri^ ;5 i^r^ i^ ^^7™™~~™~ 
overall excellence or superiority - professional competence, 
of the service, it involves a com- professional credibility and 
parison of customer expectations communications 
with customer perceptions of - 66 statements 
actual service performance 
(a more popular, nontechnical 
interpretation of the word) 
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TABLE ll(Continue) 
Conceptualization and Measurement of Service Quality 
§^§^fl§¾^¢^^¾jB¾A§ft¾^^SI¾§S¾§§tf^^S¾|^t¾jffl^^WftWw^¾ti¾feS¾9^tB¾S^¢Sft¾¢¾棚¾¾¾¢fB¾WBjftfWfiH^Mfi^TfiWflfflflftfl¾^Bg59B9Sflfl8998^Bg998SflBfWSftf^wftlflMftBW^flMf^丽fl^¾wflftfigst^fl^fCtflMfl¾flfi¾^RfBTOa^fPTOflfB^Wfl^flB*伸，耐".>^、w¢a»tMogtf^M^™^-'li4^•i^a>^•J^bJ^h>M^•^y•J丄…">i^>;•^>^i•…•>^•a^：^二-J>：•ly：Jl^“.“v>』：^v-. 
Brown and 1989 3 dimensions in medical service 
Swartz professional competence, professional 
credibility and communications 
- 66 statements  Carmen 1990 measured as an attitude - Modifications of SERVQUAL 
(using 12 to 21 of the original items 
in each case) items on the original ten 
™ _ _ ™ _ ™ _ dimensions were retained  
Johnston et al 1990 - management perceptions of service —10 UK ser^^^S"^^^^i^iIS^ii7~"~"™~" 




courtesy, friendliness, reliability, 
responsiveness and security 
Johnston and - add customer's perspective -5 more: attentiveness/helpfulness, 
Silvestro care, commitment, functionality, 
- _ _ _ _ . integrity 
Bolton and 1991b -servicequal i tyis]^iS^]^i7™~™~""— - — — 
Drew determined by the service provider's 
performance as an enduring attitude, a 
stable perception of the service which 
is adjusted as customers experience 
satisfaction or dissatisfaction with 
specific instances of the service over 
…… _ _ _ _ time 
Parasuraman et 1991b conceptualized expectatISiiri^15iiIiti^"revise] version of s S ^ U A L ™ 
aL within a "tolerance zone" bounded by - delete negative statements 
a "desired" level at the high end and - expectations element change to "an 
"adequate" level at the low end excellent service would provide" 
rather than "firms in the industry 
_ ™ — _ _ ™ _ _ _ _ „ _ _ ~ ~ ™ ~ ~ ~ _ _ _ _ _ _ _ _ ™ should provide  
Cronin and 1992 - a multi-dimensional or multi- 8 service companies 
Taylor attribute construct (banking, pest control, dry cleaning, 
- i s primarily determined by service and fast food) 
provider's performance introduce SERVPERF (22-items), a 
—_„_____— performance-based measure 
Teas 1993 suggests a substantial poitiOT oTthe^™^ ‘ ~ " ——"™ 
variance in the expectations 
scale is due to differences in 
respondents' interpretations of the 
question being asked rather than to 
_ _ _ _ — — , _ _ _ , variance in respondents' attitude 
Bitner and 1994 the consumer's overall impression of ™ ™" “™"~~™~""™"™~"^  
Hubbert relative inferiority/superiority of the 
_ „ _ _ _ _ _ _ organization and its services  
�oS i son et al 1995 a s^^t^^T^^^i^~™~™"™™~" “ the^S i^SS i^i^ ^TSF i^^ ^ i^^ iT i^；；^™™"‘ 
processes, and outputs to overall 
_ _ _ _ _ _ _ _ _ J quality perceptions 
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TABLE ll(Continue) 
Conceptualization and Measurement of Service Quality 
Taylor and 1995 introduce the "six gap", i.e. a critical 
Miyazaki discrepancy between service delivery 
(the actucal service) and service 
perception (on which consumer 
evaluations must be based) 
Dabholkar et al. 1996 ™~™™ “ - hierarchical factorstmcture (retaif™™" 
stores) 
- 5 dimensions and 6 subdimensions 
— - 28 items  
Powpaka 1996 Outcome quality:3 items 
i Processquality:17items  
A survey of the marketing literature identifies that there are primarily three 
ways in which the quality of services has been approached: direct application of 
quality know-how from products to services, models of determinants of service 
quality and gap analysis. 
The first approach is mainly influenced by quality tradition in the products 
sector, while the second and third approach are based on the unique features of 
services and the theories of service management and marketing, which have been 
developed during the 1970s and 1980s. The second and third approaches which are 
more related to services and the subject area of this thesis will be briefly presented 
below. 
Models of Determinants of Service Quality. It has been suggested that customer 
quality perceptions are created via a quality evaluation process that involves 
perceptions of outcomes and perceptions of the process by which that outcome has 
been achieved (Morgan and Piercy 1992; Parasuraman et al. 1985). The 
technicalA)utcome quality dimension refers to the result of the service transaction. It is 
concerned with what the customer actually receives from the service transaction or, 
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conversely, what is delivered by the service provider. The functional/process quality 
dimension, on the other hand, refers to the manner in which the customer receives the 
service from the service provider. It is concerned with what happens in customer-
service provider interactions (Gronroos 1984，1993a). H o w the service is delivered is 
often as important as what service is delivered in satisfying customers (Lehtinen and 
Lehtinen 1982; Swartz and Brown 1989) and how customers evaluate each individual 
encounter is one important ingredient in their overall perceptions of service quality. In 
many cases, a lasting or even lifelong relationship with a customer or client may 
depend on the customer having experienced numerous instances of satisfaction in 
repeated service encounters with the firm. 
Li a comprehensive model, Kelley et al. (1990) and Manolis and Kelley (1996) 
even take both the contribution of employees and customers when assessing service 
quality. Li addition to the employee's technical quality and functional quality, they 
introduce the technical and functional contributions to service quality of the service 
customer, particularly in situations where the customer plays the role of partial 
employee. Customer technical quality involves what the customer provides during 
service delivery. Customer functional quality considers how the customer interacts 
with service personnel during service delivery. 
So far, the most publicized process quality dimensions for services are those 
proposed by Parasuraman et al. (1985, 1988) and later refined (Parasuraman et al. 
1991b). These researchers suggest a number of dimensions for service quality arrived 
at from research with focus groups of users of services, namely tangibles, reliability, 
responsiveness, competence, courtesy, credibility, security, access, communications, 
and understanding the customers. These ten dimensions are subsequently grouped into 
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five main dimensions of tangibles, reliability, responsiveness, assurance and empathy 
and the measurement model is called the S E R V Q U A L model. 
Tangibles includes the physical facilities, equipment, and appearance of 
personnel providing the service. Reliability refers to the ability of a firm to perform 
the promised service dependably and accurately. Responsiveness is the willingness of 
personnel to help customers and provide prompt service. Assurance is based on the 
knowledge and courtesy of employees and their ability to inspire trust and confidence 
and finally, empathy takes into account of the caring, individualized attention the firm 
provides its customers. 
Gap Analysis. The notion of perception gaps refers to the observation that gaps exist 
between the service provider's perception of quality and the customer's perception. 
Parasuraman et. al. (1985) have identified five gaps. The basic idea is that when these 
gaps exist, quality is at stake and the strategy should be to narrow or even to close the 
gaps. Some studies have identified consumer expectation as an intricate part of 
measuring the service quality construct (e.g. Bitner et aL 1990). The rational for the 
importance of consumer expectations is that customers may have well-defined 
perceptions concerning criteria which are important to them regarding quality service. 
Parasuraman et al. (1988) examine the service construct by devising a 44-item 
(SERVQUAL) instrument. This instrument uses gap analysis to assess service quality. 
The difference between consumers' expectations about the performance of a service 
firm and their assessment of the actual performance for that firm results in a certain 
level of perceived service quality. 
An alternative approach is the performance-based measure which 
conceptualizes service quality using only performance perceptions (Bolton and Drew 
1991a,b; Carman 1990, Cronin and Taylor 1992). The argument is that consumer 
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expectations introduce redundancy in the measurement of service quality (Woodruff et 
aL1983). 
Cronin and Taylor (1992) developed a 22-item (SERVPERF) instrument, 
which they purport to be a more efficient and valid method measuring service quality. 
The SERVPERF scale utilizes the 22 perceived performance items used in the 
S E R V Q U A L instrument. 
There is a debate regarding the dimensionality of S E R V Q U A L across 
industries, dimensions previously identified are not universal across all services. For 
example, a lot of research findings show that reliability is consistently the most 
critical dimensions. Assurance is the second most important dimension. 
Responsiveness, tangibles and empathy are the succeeding factors with decreasing 
importance. There are notable exceptions, (e.g. Bowen 1990; Nel and Pitt 1993). 
However, S E R V Q U A L is useful as providing a model for investigating 
relationship quality in services because the very nature of the four dimensions, namely 
reliability, responsiveness, assurance and empathy relate directly to the interactive 
nature of services and have a lot to do directly with the service provider's personal 
characteristics. This is probably the reason why many customers want an ongoing, 
personalized relationship with the same provider (Parasuraman et al. 1991a). 
As Zeithaml et al. (1988) explain: "quality occurs during service delivery, 
usually in an interaction between the customer and contact personnel of the service 
firm. For this reason, service quality is highly dependent on the performance of 
employees. This kind of quality is mainly experienced-oriented and tends to be an 
affective judgment. Lutz (1986) has termed it as "affective quality" while another one 
is "cognitive quality." In Lutz's view, the higher the proportion of attributes that can 
be assessed before purchase (search attributes) to those that can be assessed only 
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during consumption (experience attributes), the more likely it is that quality being a 
higher level cognitive judgment. Conversely, as the proportion of experience 
attributes increases, quality tends to be an affectivejudgment. Lutz extends this line of 
reasoning to propose that affective quality is relatively more likely for services and 
consumer nondurable goods (where experience attributes dominate) whereas cognitive 
quality is more likely for industrial products and consumer durable goods (where 
search attributes dominate). Customers describe situations where the amount of 
employee effort had a strong impact on their satisfaction. (Bitner et al. 1990; Bitner et 
al.l994). 
Some quality measurements have included elements of interaction 
(Parasuraman et al. 1986). These efforts have led to propositions that interactions 
between service provider and service recipient may have a significant effect on 
perceptions of quality, satisfaction, and repurchase intentions (Kelley et al. 1990; 
Mills and Morris 1986). 
Personalization in the service encounter is another element of interaction. 
Suprenant and Solomon (1987, p.87) state: “Good service" often is translated as more 
personalized service, leading to a contest to determine which service outlet can be the 
friendliest to the customer." And furthermore, “in the personalized service, the 
customer's role is embellished in the encounter through specific recognition of the 
customer's uniqueness as an individual over and above his/her status as an anonymous 
service recipient". Jn order words, Suprenant and Solomon view the exhibition of 
friendliness and personalness by service providers important to "good service." 
Recently, Mittal et al. (1996) believe that current measure of servcie quality 
may not adequately capture this interpersonal interaction, termed as "personalization" 
and make an attempt to assimilate personalization into S E R V Q U A L . The resultant 
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S E R V Q U A L - P performs at least as well as the original S E R V Q U A L , both in respect 
of its factor structure and explanatory power. In their view, personalization is distinct 
from customization and responsiveness both of which can be offered with total lack of 
personalization. First, both can be offered by a service delivery system that need not 
entail any interpersonal contact; second, an interpersonal contact employee could be 
quite responsive, attending to customer needs promptly and dutifully but in a 
mechanical fashion; and third, a service employee could be warm and friendly yet 
ignore task imperatives of being responsive. Thus, task, i.e. nonsocial, component of 
interpersonal interaction (i.e. responsiveness) may or may not accompany any display 
of social dialogue. The concept of "personalization" is purported to capture this social 
component of interpersonal interaction and is found to be an important variable in 
customer's patronage decisions, especially in those exchange situations that entail 
interpersonal service encounters. 
3.5 A S U M M A R Y 
There are various perspectives to study service marketing. The importance of 
building and maintaining long-term relationship in relationship marketing/interactive 
marketing in general and the essence of human dimension in service delivery in 
particular are highlighted in this chapter to literature review. Drawing from diversified 
literatures, we are able us to develop a framework/direction in the investigation of 
establishing and maintaining customer/service provider relationship. Previous 
literature has successfully identified various determinants to enhance and maintain the 
relationship between buyers and sellers such as trust, satisfaction, commitment, 
seller's characteristics such as expertise, ethical orientation, likable and friendly of the 
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salesperson. These will be further elaborated in the context of their relationship in the 






THE PROPOSED MODEL AND RESEARCH HYPOTHESES 
The preceding literature review has highlighted several important concepts that 
are relevant to investigate the phenomenon of relationship building and enhancement 
in a highly people-oriented service context. Obviously, the applicability of 
determinants (c.f. 3.2, 3.3.2 and 3.4) is domain specific in the sense that different 
types of services may be influenced by different factors. Moreover, different services 
may have different performance. Jn a human-intensive industry, the perceived 
performance of the front-line salesperson almost determines the survival of a firm. 
Therefore, the notion of building relationships and delivering quality in order to 
encourage loyalty is perhaps of paramount importance in the service sector in terms of 
research and managerial contribution. 
The residential real estate brokerage service is selected in the study of this 
thesis. The importance of this service is reflected in employment, G N P and 
transaction statistics. Besides, a major stimulus that motivate the current study is the 
image problem of the real estates brokerage industry in Hong Kong. Jn fact, real estate 
agents may easily fall victim to an image problem related to ethical issues. Jn a review 
of the literature on personal selling and sales management, Bartles (1967) notes that 
ethical problems occur in an environment of social interaction, and ethical conflict 
results from an individual salesperson's attempts to balance the interests of multiple 
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constituents. Jn fact, this is especially critical to the real estate brokerage service's 
environment, the setting for this study, where the agent has to balance the interest of 
the property buyer and seller at the same time but both of them have conflicting 
interest. The uniqueness of this 3-party concept makes the interaction between them 
even more complicated (see 2.2.2). The role and performance of the agent in the 
interaction become the prime determinant in the delivery and satisfaction of the final 
service. If negative ethical perceptions do indeed exist, then it becomes important to 
understand more fully the nature of these perceptions in order to influence the 
exchange process positively. 
Furthermore, there is a structural change in the industry. Large chain agency 
companies continue to open office in order to increase their presence in the market. 
Besides，they are willing to invest in information technology, others provide 
innovative service. Although they react differently, their actions demonstrate that they 
are willing to commit in an ongoing client-service provider relationship. 
The objective of this study is to investigate the importance of the personal 
interaction between real estate agents and property buyers in realizing service 
satisfaction and focus on the strength of the buyer-seller relationship (i.e. property 
buyer and agent). Technically, relationship strength is a dyadic concept that involves 
the dispositions of both parties, the structure of their interaction, and the atmosphere 
in which they interact. This study focuses on the buying party of the relationship 
which in this case is the property buyer. It is because the buyer is more likely than the 
seller (i.e. the agent) to terminate the relationship. 
Previous research has identified buyer-seller relationship which are mainly 
interfirm relations whereas studies of service relationship at individual level are rare. 
Quite recently, Beatty et aL (1996) use a qualitative research approach to examine 
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one-on-one relationship between customers and sales associates (relationship selling) 
in a retail context (Fig.l). Adapted from their model, a proposed relationship 
formation/enhancement model is presented in Fig.2 to examine the factors that 
contribute to developing, maintaining and increasing commitment in a one-on-one 
relationship between residential property buyer and agent. The model also draws from 
literature in commitment, relationship quality, customer satisfaction, perceived service 
quality，industrial marketing review and past research results which are applicable to 
the context of real estate agency. 
4.1 MODEL OF SERVICE RELATIONSHIP FORMATION AND 
ENHANCEMENT 
To begin with, the proposed model of relationship building and enhancing is 
presented in Fig.2. It follows the flow of Beatty's model. As the model is structural in 
nature which consists of a patterned, systematic arrangement of variables and 
connection of variables, the relationships between variables in the model are as 
imperative as the variables themselves. As such, an attempt will be made to relate the 
variables to each other in a cause/effect relationship. Following the conceptual model, 
the formal hypothesized relationship will be explicitly presented in the next section. 
Relationship Formation. 
As indicated in Fig.2, we have identified six experience-oriented and process-
related quality factors which strongly facilitate the development of long-term service 
relationship. Similar to Beatty's facilitating conditions (employee customer 
orientation) and relationship formation stage, these factors exist in the early stages of 




















































































































































































































































































































































































































































































































































































factors comprise of two parts: social and non-social /functional factors. Perceived 
effort, personalization and mutual disclosure are treated as social factors while 
perceived ethicality, reliability and responsiveness are treated as non-social/functional 
factors. These employee performance cues can be viewed as affective quality (c.f. 3.4 
gap analysis) from the customer's point of view. 
Relationship Enhancement. 
Similar to the explanation in Beatty's model, due to excellent service delivery 
early on in a relationship, a bond or close relationship between the buyer and the agent 
may result. As repeat buyer-agent interactions occur, the relationship appears to be 
enhanced when buyers perceive several elements to be consistently present in the 
relationship. As the relationship progresses, these elements appear to determine the 
strength and likely continuation of the relationship. 
Relationship enhancement in this study is conceptualized as a three-
dimensional construct, namely (1) trust in agent (e.g. Swan et al.l985); (2) satisfaction 
with agent (e.g. Crosby and Stephens 1987) and (3) affective commitment (Allen and 
Meyer 1990). Trust and satisfaction are the dimensions of relationship quality 
identified in the literature review part (c.f. 3.3.2). Affective commitment is considered 
in the present study to reflect the impact of the relational element/ the social content of 
service encounters on continuance commitment (Allen and Meyer 1990). Consistent 
with Gruen,s (1996) view, all of them are psychological constructs that characterize 
relational exchange and explains the motivational basis of each of these constructs 
that directs certain relationship behaviors. The definition of relationship enhancement 
adopts Crosby et. al.'s definition (1990) and means here that the customer is able to 
rely on the agent's integrity and has confidence in the agent's future performance 
because the level ofpast performance has been consistently satisfactory. 
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Outcome. 
In Beatty's model, the outcomes of relationship are viewed from both the 
customer side and employee side and they tended to reinforce one another in Beatty's 
model. Jn this study, only the customer side (i.e. the buyer) is considered i.e. 
continuance commitment. Continuance commitment is similar to the concept of 
loyalty behaviors (e.g. relationship continuance, increased scale or scope of 
relationship, and recommendation) in the service management literature and as 
identified in the literature review part (c.f. 3.3.1). 
4.2 CONCEPTUALIZATION AND HYPOTHESES 
This section attempts to define the exogenous variables (perceived effort, 
perceived ethicality, reliability, personalization, mutual disclosure and responsiveness) 
and endogenous variables (trust, satisfaction, affective commitment and continuous 
commitment) and list the hypotheses for this research. The definition and each of the 
hypothesized relationships will be discussed following the flow of the proposed 
model. 
4.2.1 Relationship Formation stage — Relationship Enhancement stage 
It is hypothesized that the affective quality variables (i.e. perceived effort, 
perceived ethicality, reliability, personalization, mutual disclosure and responsiveness) 
in relationship formation stage positively influence relationship enhancement 
variables (i.e. trust, satisfaction and affective commitment). 
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Trust in Agent (hereafter designated as Trust). 
When considering the role of trust in relationships, it has been treated in two 
distinct ways in literature. First, tmst has been conceptualized as a determinant of 
relationship quality. For example, Anderson and Narus (1984,1990) view trust as a 
determinant of the amount of cooperation and the functionality of conflict between 
parties. Parasuraman et al. (1985) view trustworthiness, in addition to believability 
and honesty, as part of credibility, which determines perceptions of service quality. 
Besides，trust is also modeled as a determinant of communications between parties 
(Mohr and Nevin 1990). Finally, Moorman et al. (1992) view trust as a determinant of 
market research relationships between providers and users. 
Second, trust has also been conceptualized as a feature or an aspect of 
relationship quality. It is developed through prior interaction and past experience, but 
not given and pre-determined. It is dynamic, developmental and evolutionary in 
nature. Dwyer and Oh (1987) and Crosby et al. (1990), for example, describe tmst as a 
feature of relationship quality, along with satisfaction and opportunism. Anderson et 
al. (1987a) view trust as a feature of relationships, in addition to power, 
communications, and goal compatibility. 
In this study, the buyer's trust in relational sales contexts is defined as a 
confident belief that agent can be relied upon to behave in such manner that the long-
term interest of the buyer will be served. It is considered as a feature of relationship 
quality. 
Satisfaction with agent (hereafter designated as Satisfaction). 
Conceptualizations of customer satisfaction have varied. In some instances, 
customer satisfaction has been viewed as transaction-specific in nature and an 
antecedent of perceived service quality (e.g. Bitner 1990; Bolton and Drew 1991b)， 
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whereas in other instances it has been viewed as a cumulative evaluation and a 
consequence of perceived service quality (e.g. Cronin and Taylor 1992). Besides, 
satisfaction is defined as an "emotional state that occurs in response to an evaluation 
ofthe interaction experiences" (Westbrook 1981). 
This study adopts Cronin and Taylors' definition (1992) and satisfaction is 
defined as a cumulative evaluation of the performance of the agent. 
Affective commitment. 
Affective commitment adopts the definition of Meyer and Allen (1984) and is 
regarded in this study as the desire of buyer to continue a relationship because of 
positive affect toward the agent. That is，an affectively committed buyer desires to 
continue its relationship because he likes that agent and enjoys the relationship. He 
experiences a sense ofloyalty and belongingness (Jaroos et al.l993; Porter et al.l974). 
With reference to past literature, repeated encounters provide the occasions in 
which the provider(s) and client are able to develop a more complex relationship with 
either personal or professional dimensions or a combination. It is these personal 
dimensions that reduce the social distances between the client and the provider and 
the firm and ultimately approach what is known as psychological loyalty (Czepiel and 
Gilmore 1987). 
Besides，positive social interactions between service providers and service 
customers may lead to a variety of support outcomes ranging from alleviation of mild 
boredom to ventilation of anxiety or personal thoughts, confirmation of personal 
opinions, receiving comfort in grief, or the satisfaction of being liked (Adelman et al. 
1994). 
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Effect of Perceived Effort on Satisfaction 
Perceived effort is a process factor which is defined as the amount of energy 
an observer believes an actor has invested in a behavior. Also it reflects the attitudinal 
component that is important in service evaluation (Bitner 1990). 
Lidirect evidence suggesting the importance of perceived employee effort is 
provided by research finding customer satisfaction related to behaviors that may be 
considered cues of effort. These include frequent personal contacts made by life 
insurance agents (Crosby and Stephens 1987), the amount of time physicians spend 
giving their patients explanations (Stiles 1985),and customized personalization in 
banks (Suprenant and Solomon 1987). Taken together, prior studies offer reasonable 
evidence for the expectation that perceived employee effort has a significant impact 
on customer satisfaction with service transaction. It is thus hypothesized that: 
H1: The more perceived effort the agent puts forth, the more the buyer will be 
satisfied with the agent. 
Effect of Perceived Ethicality on Trust and Satisfaction 
Ethical perceptions, defined as the degree to which another individual is seen 
to be practicing moral and community standards in interpersonal relationships (Pruden 
1971)，are important in dyadic behavior (Tsalikis and Fritzche 1989). The recognition 
that the other party in an exchange situation lacks an ethical orientation may lead to a 
reduction or suspension of existing or future business between the two individuals. 
Lagace et al. (1991) find that ethical behavior of pharmaceutical salespersons has an 
impact on physicians' trust of the salesperson and satisfaction with the exchange. 
Fairness is an important dimension of relationship because when partners feel 
they have a share in the rewards and are treated equitably in the relationship, they are 
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more likely to commit and invest in the relationship. Fairness in channel relationship 
facilitates the building of strong, lasting, and cooperative relationships. Also, either at 
the individual or firm level in channel relationship, fairness/justice is always necessary 
for developing trust between business partners (e.g. Anderson and Weitz 1989; Dwyer 
et. aL 1987，Kumar et. al 1994,1995a, b). 
Extensive research on organizational and social justice has identified two 
distinct categories of fairness - distributive fairness, that is, the fairness of outcomes 
received, and procedural fairness, that is, fairness of process (see Tyler and Lind 1992 
for a recent review). Conceptualizations of fairness in marketing channels have 
focused on: (1) a channel partner's reputation for fairness (Anderson and Weitz 1989， 
1992), a global evaluation that presumably would be based on both distributive and 
procedural fairness; (2) distributive fairness within the relationship (Frazier 1983; 
Frazier and Summers 1986) and (3) a separate evaluation based on distributive and 
procedural fairness (Kumar et al. 1995a，b). 
Several studies in marketing literature have used equity theory as a means of 
investigating the relationship between customer and organizations or their 
representatives (e.g. Goodwin and Ross 1992; Huppertz et al. 1978). Equity theory 
suggests that exchange relationships are based on an explicit consideration of the 
outcomes of both parties to an exchange, rather than individual outcomes alone. 
Satisfaction with past outcomes is often interpreted as an indication of equity in the 
exchange. Such equitable outcomes provide confidence that neither party is being 
taken advantage of and that both parties are concerned about the other's welfare in the 
relationship (Ganesan 1994). Besides, intention is mainly a function of satisfaction; 
satisfaction, in turn, is primarily a function of fairness perceptions and, to a lesser 
extent, disconfirmation of expectation (Oliver and Swan 1989). 
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Perceived ethicality is regarded here as the ethical activity attending to the 
behavior content of sales interactions (Lagace et al. 1991). Specifically, it is the 
buyer's perceptions of the fairness of the agent's procedures and processes(including 
dissemination of information) in relation to the whole transaction (including the buyer 
and the seller). It emphasis on the procedural fairness because it is composed largely 
of elements under the agent's control. 
H2: The more ethical the buyer perceives the agent to be, the more he will 
trust the agent 
H3: The more ethical the buyer perceives the agent to be, the more he will be 
satisfied with the agent 
Effect of Reliability on Trust and Satisfaction 
Reliability is defined here as the ability of the agent to perform the promised 
service dependably and accurately ( Parasuraman 1985，1988). It is the nonsocial 
component of interpersonal interaction. 
The statement in S E R V Q U A L "The agent is well-trained and knowledgeable" 
implies that an agent has the competence or expertise to perform thejob. Lagace et al. 
(1991) suggest that expertise come from a source who possesses the knowledge, 
experience or skills relevant to a particular topic and addresses the knowledge base of 
the marketer. Besides, product/market knowledge often is noted among the most 
important criterion in determining customer satisfaction with salespeople (Purchasing 
1984). In other words, by demonstrating the ability to perform well, an agent can help 
overcome the uncertainties and consequent feelings ofvulnerability that customers are 
likely to experience during the purchase encounter. 
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Competence is an important determinant of the customer's perceived trust in 
the salesperson (Oakes 1990). Besides, an individual learns through experience over 
time to trust or mistrust the other person (Blau 1964; Lindskold 1978). For example, 
industrial salespersons make a large number of promises that are kept in order to earn 
customers' trust (Hawes 1994; Swan et al. 1985). As such, potential buyers 
experience the same type of classical conditional learning process as Pavlov's dogs 
do. Thus, the following hypotheses can be made: 
H4: The more reliable the agent is, the more the buyer will trust the agent 
H5: The more reliable the agent is, the more the buyer will be satisfied with 
the agent 
Effect ofPersonalization on Trust, Satisfaction and Affective Commitment 
Personalization in this study extends Mittal and Lassar,s (1996) definition 
which originally combines the concepts of "assurance" and "empathy" in 
S E R V Q U Q L (Parasuraman et at. 1985, 1988). This reflects the performance of the 
agent only. 
Personalization is defined here as the agents's manner ofrelating to the buyer 
at a human level. As such, it includes such aspects as agent's politeness and courtesy, 
employee attempt to get to know the buyer as a person and to engage in friendly 
conversations, and exhibition of personal warmth in employee behavior. It addresses 
the "social relating" sense of empathy e.g. likable and friendly. 
Hawes (1994) suggests that by providing benevolent service, a salesperson can 
win a buyer's trust. It is the perceived motives (e.g. wanting to help, real concern for 
solving the customer's problem rather than self-serving) of sales executive are 
critically important in a potential buyer's evaluation • 
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ti a controlled laboratory experiment conducted by Surprenant and Solomon 
(1987)，they find out that evaluation of service encounters that differed in the degree 
and type of personalization employed indicate that personalization is not a unitary 
phenomenon. All forms of personalization (i.e. option personalization, programmed 
personalization and customized personalization) do not necessarily result in greater 
consumer satisfaction with the service offering. Of these, customized personalization 
has uniformly positive effects on evaluations of service provider, evaluation of service 
organization and satisfaction with the service. 
While varying levels of personalization in the service encounter may depend 
on the type of service and the level of customer involvement (Adelman and Ahuvia 
1995; Siehl et al. 1992), findings in Mittal et al's study show that "personalization" 
emerges as the most important determinant of perceived service quality, and of 
customer satisfaction and other patronage indicators. 
Empathy is a critical component of successful selling (Greenberg and 
Greenberg 1989). It allows one to understand another better, leading to better 
predictions of the other's actions or reactions (Redmond 1989). Further, empathy 
allows for greater intimacy (Durgin 1990), promoting the social aspects of 
relationships. 
To summarize: 
H6: The more personalization the agent puts forth, the more the buyer will 
trust the agent 
^7.. The more personalization the agent putsforth, the more the buyer will be 
satisfied with the agent 
H& The 丽忆 personalization the agent putsforth, the more the buyer will be 
affectively committed to the agent 
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Effect of Mutual Disclosure on Trust, Satisfaction and Affective Commitment 
Mutual disclosure here reflects the willingness of both sides to engage in 
disclosure behavior. It is the attempt of the agent through disclosures to get to know 
the customer as a person and to engage in friendly conversations, and exhibition of 
personal warmth in employee behavior. Besides, it addresses the behaviors of the 
contact employee, especially conversation, which move the interaction from a more 
formal, business realm to a more personal, familiar one (Adelman and Ahuvia 1995). 
Besides，it measures the salesperson's effectiveness in creating a dyadic atmosphere 
characterized by openness and candor, which involves both leading and reciprocating 
the customer's disclosures. 
Communication between a service provider and a customer is interactive; it is 
a reciprocal process rather than a linear one. As Derlega et al. (1987) note that mutual 
disclosure is a reciprocal concept, that is, the perception that another party is engaging 
in disclosure behavior toward oneself that is not being reciprocated and often is read 
as a weakness on the other party's part and may lead to an unhealthy relationship. In 
other words, if both side engage in disclosure behavior, there is a positive effect on 
relationship building. 
In Crosby et al's study (1990)，they find out that life insurance agents are more 
likely to be successful at soliciting customer disclosure of personal and needs-related 
information and to be perceived by the customer as reciprocating in kind. This has a 
favorable effect on the customer's perception ofrelationship quality. 
H9: The more disclosure behavior the agent succeeds to generate， the more 
the buyer will trust the agent 
H10: The more disclosure behavior the agent succeeds to generate, the more 
the buyer will be satisfied with the agent 
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H11: The more disclosure behavior the agent succeeds to generate，the more 
the buyer will be affectively committed to the agent 
Effect of Responsiveness on Satisfaction 
Responsiveness is defined as the willingness of the agent to help buyers and 
provide service in terms of time or speed (Parasuraman et al. 1985, 1988). That is, the 
agent attends to buyer's needs promptly and dutifully in a mechanical fashion. It is 
the nonsocial component of interpersonal interaction. 
Responsiveness is a crucial determinant of quality as it is a key component in 
providing satisfaction and the lack of it is a major source of dissatisfaction (Johnston 
1995b). Iacobucci et al. (1995) have identified that timeliness, service recovery, and 
physical environment are more likely to affect perceptions ofcustomer satisfaction. 
H12: The more responsive the agent is, the more the buyer will be satisfied 
with the agent 
4.2.2 Relationship Enhancement stage ~^ Outcome 
It is hypothesized that relationship enhancement variables (i.e. trust, 
satisfaction and affective commitment) positively influences continuance 
commitment. 
Continuance Commitment. 
Commitment has been the focus of several studies in marketing (Anderson and 
Weitz 1992; Scheer and Stern 1992). These and related studies have addressed the 
concept in somewhat different ways. For example Gundlach et al. (1995) stress input, 
attitudinal, and temporal dimensions of the construct. Morgan and Hunt (1994)，on the 
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Other hand, stress “maximum effort" toward maintaining a relationship as 
commitment. Other studies have focused on turnover or attachment (see Iverson and 
Roy, 1994). 
Li a review of literature, many attempts have been made to capture the concept 
of commitment in a definitional form. It constitutes an implicit or explicit pledge of 
relational continuity between exchange partners (Dwyer et al. 1987). It reflects a 
dedication to the continuation of the relationship and can be measured as the 
behavioral intention regarding ongoing participation and the inverse probability of 
withdrawing from the relationship (Mobley and Hollingsworth 1978). It has emerged 
as the most important variable in distinguishing "stayers" from "leavers" 
(Mummalaneni 1987). It connotes a "future orientation" and it is the most 
representative variable of a long-term relationship in that it refers to both the stability 
ofthe relationship (Johnson 1982) as well as its quality and durability (Kelley 1983). 
Consistent with Morgan and Hunt (1994) and Moorman et al. (1992)， 
commitment is defined here as a buyer's desire and willingness to maintain a valued 
relationship with the agent. Expected continuity and a desire to strengthen the 
relationship are considered to be important aspects of commitment. 
Effect ofTrust on Continuance Commitment 
The concept ofmutual commitment and interdependence is central to the study 
of relational exchange (Boyle et al. 1992), trust and its manifestations (e.g. 
information sharing, co-operative synergy, and low levels ofperceived risk) constitute 
the most critical aspect of an exchange relationship (Achrol 1991). 
Trust in a relationship represents value and provides enhanced benefits to both 
parties. Trust allows them to take risks because one's partner is not expected to act 
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opportunistically (Morgan and Hunt 1994). ln addition, the trusting party does not 
have to engage extensively on activities such as monitoring the partner or building 
safeguards (through contracts) in the relationship, both of which are costly processes. 
These benefits should build attachment and engender a desire to strengthen and 
continue the relationship. It is therefore posited that: 
H13: the more the buyer trusts the agent, the more willing is the buyer to 
commit continuously with the agent. 
Effect of Satisfaction on Continuance Commitment 
Conceptual arguments and research with comparable variables such as repeat 
purchase behavior (LaBarbera and Mazursky 1983)，customer retention (Crosby and 
Stephens 1987) and customer loyalty (Fornell 1992) provide support for a link 
between customer satisfaction and customer commitment. Although these studies do 
not address the construct of customer organizational commitment explicitly, repeat 
purchase behavior, customer retention, and customer loyalty can be construed as 
evidence of commitment. Further support for the satisfaction-commitment link comes 
from the organizational behavior literature that suggests that employee satisfaction is 
an important antecedent to organizational commitment (Locke and Latham 1990). 
Anticipated levels of satisfaction/performance are likely to have an important 
effect on the stay-or-leave decision (Jackson 1985a). Kellerman (1987) has identified 
"anticipation of future interaction" as an outcome goal of dyadic encounters. Low 
expectations offuture exchange would be an outgrowth ofcurrent relational problems, 
whereas high expectations of future interchange would reflect a favorable perception 
of current relationship. Hence, the best predictor of a customer's likelihood of seeking 
future contact with a salesperson is the quality ofthe relationship to date. 
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Based on evidence from the organizational commitment literature and related 
research in marketing, the following hypothesis is proposed. 
H14: The more the buyer is satisfied with the agent, the more willing is the 
buyer to commit continuously with the agent. 
Effect of Affective Commitment on Continuance Commitment 
Channel studies have usually focused on affectively motivated commitment 
(e.g.，Anderson and Weitz 1992; Kumar et al. 1995a, Kumar et al. 1995b; Morgan and 
Hunt 1994) where the underlying motive to maintain a channel relationship is a 
"generalized sense of positive regard for, and attachment to, the organization" 
(Konovsky and Cropanzano 1991，p.699). 
Mummalaneni and Wilson (1991) find that closeness of the buyer-seller 
relationship among users of business forms is a strong predictor of satisfaction with 
and commitment to a relationship. 
Thus, the following hypothesis can be made: 
//75: The more affectively committed the buyer is，the more willing is the 
buyer to commit continuously with the agent. 
4-2.3 Effect of Trust and Satisfaction on Affective Commitment 
Recently, Gruen (1996) proposes the interrelationships among satisfaction, 
tmst and commitment in a business-to-consumer relationships (BTC). However, it is 
limited to a conceptual level only. He proposes that there is a positive relationship 
between satisfaction and trust, ti Gruen's conceptualization, satisfaction is based on 
equity concept which is different from our conceptualization which is, in a broader 
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sense, a cumulative evaluation of the performance of the agent. It is not intended to 
test this relationship in this study. 
On the other hand, various researchers have partially discussed this issue in 
other context. For instance, empirical support for the positive effect of trust on 
commitment (i.e. affective motivation) has been provided in marketing channels by 
Anderson and Weitz (1989) and Morgan and Hunt (1994). 
The relationship between satisfaction and commitment in the existing 
literature is substantial and in general agreement. Wilson and Mummalaneni (1986) 
propose this relationship in their conceptual model of relationship development. 
Brown and Peterson (1993) hypothesize and empirically test the relationship of 
satisfaction to commitment. They find that satisfaction primarily exerts a direct causal 
effect on commitment rather than vice versa. They state that the preponderance of 
conceptual and empirical evidence generally supports their findings. 
The following hypotheses are proposed for testing in the hope of generalizing 
these relationships: (l)tmst and affective commitment and (2) satisfaction and 
affective commitment to a person-to-person encounters or customer/service provider 
relationship. 
H16: The more the buyer trusts the agent, the more the buyer will be 
affectively committed to the agent 
H17: The more the buyer is satisfied with the agent, the more the buyer will be 
affectively committed to the agent 
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CHAPTER 5 
RESEARCH DESIGN AND RESEARCH METHODOLOGY 
This chapter begins with an elaboration of research design which includes 
sampling design, survey administration and research instruments. Then measures and 
operationalization of variables are presented. Finally, statistical analysis methods to be 
adopted for testing the hypotheses as listed in Chapter 4 are discussed. 
5.1 RESEARCH DESIGN 
5.1.1 Sampling Design 
Target Population. The target population of this study was residential property 
buyers. Buyer is defined in this study as one who buys a unit from a private residential 
estate through/via a real estate agent. Thus, a buyer can be an individual/individuals or 
a company. The purpose of the purchase can be for own use and/or for investment. 
Sampling Frameand Size. According to the Rating and Valuation Department, 
there are 58 “Selected Estate-type Residential Developments" in Hong Kong in 1996. 
These developments have certain characteristics: (1) the number of transactions is 
high; (2) only a newer development is selected in each district, if more than one 
development meets the first criterion. For example, Whampoa Garden is chosen 
instead ofWhampoa Estate; and (3) the total number of these developments is subject 
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to change due to newly completed residential flats. For example, the Royal Ascot 
Garden in Fo Tan will be included in the district of Shatin. 
With the information supplied by the research department of Centaline 
Property Limited, Tai Koo Shing (Hong Kong Island), Mei Foo Sun Chuen (Kowloon 
Peninsula), City One (New Territories) were finally identified and selected for this 
study. Each of them is considered a well-represented district sample. Market analysts 
call these estates the "thermometer" because they reflect the ups and downs in the 
secondary real estate market. 
One criterion of selecting these estates was that they all yield the highest 
transaction in terms of number. Besides, in order to improve the generalizability ofthe 
market segment, these estates should possess the characteristics: (1) have different 
sizes of units which comprises of small to medium and large floor area and (2) have 
long history (Table 12). These characteristics also help to explain why they are so 
attractive not only for real users within and outside the district but also for investors. 
They always prove their popularity with the highest turnover and are favored by home 
buyers. 
TABLE 12 
Characteristics ofResidential Estates 
Hong Kong ^ " " Y J ^ ^ ^ ^ ^ ^ ^ ^ ^ ~ j ~ ~ Y ^ ^ ~ ~ y ^ ^ ^ ^ s ^ p i ^ ^ ^ 
Kowloon Mei ^^ ^^ "^ —""""f™""™""™"!^ ^^ ™"™""™"""""!""^ ：^：!^ ^^ "™™"^ ；^：^^ """"  
Chuen  
New Territories City One i44 3^_iQ18 i0ri5 
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A Land Registry mailing list of residential real estate buyers was selected as 
the sampling frame. Non-Chinese and real estate agency companies were excluded, 
though the number of these buyers was few. Finally, 2,010 buyers were randomly 
selected from the time period of the first half in 1996 and they were asked to answer a 
questionnaire mailed to them in November, 1996. Distribution of the selected 
respondent buyers is shown in Table 13. 
TABLE 13 
Distribution of Buyers 
^^ ^^ ^^P¾i^ ¾^Wf!M^M^ f^^f^^^ f^ M^^ f^^fti^*?¾i^¾^SPi^!M^iMMlM¾t¾fW!MfMW^iMW誦W^MP^ •^™fliTMtiTit•TrmW^fl^miW^WH^fhV^f^ft^’w^•m，^m™觀^»vwm……、《•^………• 
^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^ 
Island  
Kowloon ^ e i Foo ^ ™™™™™"^(91.0%)™™~™™™65 (9.0%)™™"™™™"6^™™"™ 
Peninsula Chuen 
New Territories "^^"^5iir™™~™™™""™""^^57^^^^W™™""™™™i^i7r5^f™[™™"^^75™™™ 
3^ gtai — I""""""^ ^^ ZZZZZZtZ""""""^ ^ "^ 5^ """""""Mo"""""^" 
5.1.2 Survey Administration 
A self-administered questionnaire was used in data collection method. Some 
steps have been taken in the design of the draft questionnaire to suit the objective of 
the study. 
ti the conceptualization stage, separate interviews were conducted. All of 
them had experience in either buying, selling, renting, or letting a unit through real 
estate agents. Some of them even had a very good experience with the service used 
and could remember their name. Moreover, two agents were interviewed in order to 
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figure out how they treated a transaction and customers and what were the main 
factors to increase repeat patronage. Such information was helpful to find out the 
reasons to explain the phenomenon. 
The generation and selection of questionnaire items for the present study were 
based upon the literature review and the responses from the interviews conducted 
earlier. Table 14 summarizes the measures taken for the study (will be discussed in 
Section 5.2). 
TABLE 14 
Measure of Constructs 
= " " " j ; ^ ^ ; ^ ^ ^ ^ J ^ " " p " J " J ^ ^ ^ ^ ^ ^ ^ i ^ ^ ^ i M M * l l ^ W i i l ^ M i ^ ^ ^ ^ 
Effort _ _ _ • 
Perceived 15* T^^^^^^rZTT^rr™""™""™""™"™™™"—™"""™™"™"™™™™^^]^^^""""— 
Ethicality  
Reliability 4 T^^^^^ii^an，Berry and ZeithamI ^ ^ o ^ 
(1994b); ‘ 
Mittal and Lassar (1996) 
Personalization 4 T^^^iiJ^^iii^^^r5S^ and Zeith^ a9Tf^™™™~ 
(1994b); health care 
Mittal and Lassar (1996) 0.92 for 
repair 
services 
Mutual 14 氺 deriv^5^^iiinCrosby e F Z o 9 ^ — 
Disclosure (1) agent disclosure index (6 items) and (1) 0.95 
— (2) customer disclosure index (8 items) (2) 0.93 
Responsiveness 4 ™?^^^iS^^iii^ Berry and Zeithaml (1994); | V ^ 5 
_ _ _ _ _ Mittal and Lassar (1996) 
Trust 3 l!^ i^ ^^ "^"^ aJ7i^ ^^ yP"""""^ """"^ "“™™™™™™""™""~~~~~~»~~~~~»~~^ ^^ ^^ >^^ »-™™-™^  
McDonald et al. (1972) • 
Satisfaction 3 """5i^^^^57^1. (1990) 1 ^ 
Affective 4 * 1^^^^^^^7^Allen (1984^ — ^ 
Commitment — McGee and Ford (1987) 
Continuance 3 ™Meyer^d Allen (1984); Q ^ 
Commitment | M ^ e and Ford (1987) 
• Scales needed for modification ~ ~ 
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When translating the questionnaire to Chinese version, parallel translation 
approach was adopted. The purpose of this approach is to increase the likelihood that 
the items are meaningful to the subjects, and has potential to enhance reliability, 
validity, and response rates. Two translators were responsible for translation, the 
writer and a university lecturer. Before translation took place, the writer had 
consulted the real estate agents, buyers and literature related to cross-cultural 
translation in order to translate the questionnaire with high equivalence and accuracy 
to the original version. Another translator, the university lecturer, received a briefing 
on the practice of real estate agents and was required to read the first three chapters 
and details as summarized in Kwok's thesis (for details please refer to Kwok 1996, 
Appendix 1) before the translation took place. It was hoped that the translator would 
have a thorough understanding of the purpose of the study and key points in cross-
cultural translation. 
A pretest of the research instrument was used as a final step in questionnaire 
development (Churchill, 1979). Jn order to improve scale items' clarity and construct 
validity, a small group of individuals (N=40) and several academic experts were 
invited to answer the questionnaire. All of them have experience of using the 
brokerage services. Most pretest respondents are male (55%). A large portion of 
respondents (80%) are 30 years of age or older, and most of them (60%) have at least 
used the service more than two times. Based on the pretest results, some of the 
questions developed earlier in this study were revised. Moreover, the wording of some 
ofthe questions was modified to clarify their meaning in the final questionnaire. 
In order to seek respondent buyers' co-operation, the mailed questionnaire was 
accompanied with a covering letter which indicates the objective of the study, the 
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researcher's background information, directions for returning the questionnaire and 
contact phone number in case they have any query about the study. The letter also 
stresses that individual response will be kept strictly confidential (Appendix 1). After 
completing the questionnaire, they were instructed to put it back to a standard 
“Business Reply" envelope (Appendix 2). Finally, a reminding letter was sent out 
three weeks later. 
5.1.3 Research Instrument 
The questionnaire is self-reported in nature and consists of a total of 50 
questions (Appendix 3). Although the questionnaire was originally designed in 
English, it was translated into Chinese. This is because the respondents' mother 
tongue is Chinese. Besides, it can accommodate a general public population whose 
educational level varies. 
There were two sets of questionnaire with everything the same except the 
order of questions in Section E were altered to neutralize possible effects of position 
bias. The different versions of the questionnaire is identified at the bottom of the page 
number (see Appendices 3, 4). 
Content of Questionnaire. The questionnaire consists of six sections: (1) 
experience in real estate brokerage service; (2) attitude towards agent;(3) overall 
evaluation of the transaction; (4)future intention of using the same agent and (5) 
opinion about the agent's professionalism and (6) profile ofrespondents. 
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% MEASURES AND OPERATIONALIZATION 
- � 
With the exception of the scales of Perceived Ethicality, Mutual Disclosure 
and Affective Commitment which needed modification in the present study, the rest of 
• them are directly adopted from relevant, previous studies, which have high Cronbach 
alphas (a >0.75). Breakdown of Cronbach alpahs for each construct is shown Table 
14. 
According to the conceptual model, ten constructs are incorporated. Perceived 
Effort, Perceived Ethicality, Reliability, Personalization, Mutual Disclosure and 
Responsiveness are exogenous variables. Trust, Satisfaction, Affective Commitment 
and Continuance Commitment are treated as endogenous variables. 
Perceived Effort. It is measured by a 4-item, 7-point Likert scale ranging from 
“strongly disagree" to "strongly agree." A sample item is "he/she exerted a lot of 
energy，，(see Appendix 3，Section E, question 1). Other items are in questions 2, 5 and 
9. 
Perceived Ethicality. It is measured by a 6 item, categorical scale with “none，，at 
one end and "always happen" at another. Frequency scale was adopted in order to 
capture the multifaceted experience. Besides, a "don't know" option is added to 
reflect the qualitative aspect of the construct. A sample item is "exaggerates the 
features and benefits of his/her property". (see Appendix 3, Section IV, question 1-6). 
Reliability. It is measured by a 4-item, 7-point Likert scale ranging from “strongly 
disagree” to "strongly agree." A sample item is "he/she provides the service as 
promised", (see Appendix 3，Section H, question 3). Other items are in questions 4，6 
and 7. 
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Personalization. It is measured by a 4-item, 7-point Likert scale ranging from 
“strongly disagree" to "strongly agree." A sample item is “ he/she is polite and 
courteous" (see Appendix 3，Section H, question 13). Other items are in questions 14， 
16, and 19. 
Mutual Disclosure. It is measured by a 4-item, 7-point Likert scale ranging from 
“strongly disagree" to "strongly agree." A sample item is “ he/she has confided in m e 
a lot of information about his/her personal live and family situation" (see Appendix 3, 
Section II，question 15). Other items are in questions 17, 18 and 20. 
Responsiveness. It is measured by a 4-item, 7-point Likert scale ranging from 
“strongly disagree" to “strongly agree." A sample item is “he/she gives you prompt 
service，，(see Appendix 3, Section n，question 8). Other items are in questions 10，11 
and 12. 
Trust. It is measured by a 3-item, 7-point bipolar scale. A sample example of bipolar 
opposites is "distrust" and "trust" (see Appendix 3, Section HI, question 1-3). Jf one 
chooses a “4” in the scale, this means he lacks either positive or negative affect with 
the agent. 
Satisfaction. It is measured by a 3-item, 7-point bipolar scale. A sample example of 
bipolar opposites is "dissatisfied" and "satisfied (see Appendix 3，Section m， 
question 4-6). If one chooses a “4” in the scale, this means he lacks either positive or 
negative affect with the agent. 
Affective Commitment. It is measured by a 3-item, 7-point bipolar scale. These 
items are refined based on literature review and personal interviews. A sample 
example of bipolar opposites is "keep one's distance" and “ keep one's close". (see 
Appendix 3’ Section m，question 7-9). E one chooses a “4” in the scale, this means he 
lacks either positive or negative affect with the agent. 
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Continuance Commitment. It is measured by a 4-item, 7-point Likert scale anchored 
at "strongly disagree" to “strongly agree". One reversed item is added to the original 
scale so as to minimize response bias. A sample item is "the probability that I will 
remain with m y present agent is high" (see Appendix 3，Section IV，question 1-4).. 
5.3 METHOD OF ANALYSIS 
5.3.1 Scale Analysis 
An analysis ofthe responses given by the sample to the individual items on the 
scales is a necessary function in survey research. The major aim of scale analysis is to 
help improve each scale by revising or discarding ineffective items. The scales used to 
operationalize the constructs were examined through the estimation of a measurement 
model. Confirmatory factor analysis by LISREL 8 for window was utilized to 
evaluate the scale constructs. Cronbach's (1951) Coefficient alpha (or Cronbach 
alpha)，one of the statistics commonly used to assess the internal consistency of a 
scaled measure, was used to assess the reliability ofthe constructs in this study. 
5.3.2 Structural Equation Modeling 
To test the hypothesized relationships among constructs specified in the 
conceptual model (see fig.2), a structural model approach was employed and 
estimated with LISREL 8 (Joreskog and Sorbom 1993). The structural model 
approach is preferable to regression analysis largely because it accounts for the 
amount ofmeasurement error in the data while estimating the structural parameters. It 
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does so by simultaneously estimating those parameters representing the relationships 
among theoretical variables (the structural model) and those relationships between 
observed variables and theoretical variables (the measurement model). 
Rather than estimating each equation separately, LISREL 8 considers the 
model as a system of equations and estimated all the structural coefficients directly. 
Generally, a LISREL model consists of two models: the measurement model and the 
structural model. The measurement model specifies how the latent variables or 
hypothetical constructs are measured in terms of the observed variables, and it 
describes the measurement properties (validity and reliability) of the observed 
variables. The structural model specifies the causal relationships among the observed 
variables and describes the causal effects and the amount of unexplained variance. 
The structural equation modeling program used in this study was PRELIS 2 (Joreskog 
and Sorbom 1988) and LISREL 8 (Joreskog and Sorbom 1993). The data collected 
were input into PRELIS 2, which generated the covariance matrix to be used as input 
for LISREL 8. 
Model Evaluation and Assessment of Fit 
For each of the parameters of the structural model and measurement model, 
maximum likelihood estimates as well as measure of the overall fit of the proposed 
theoretical model were obtained which help to evaluate and assess the proposed 
theoretical model. 
Examination of maximum likelihood solution. The parameter estimates are 
examined to see if there are any unreasonable values or other anomalies. Parameter 
estimates should have the right sign and size according to the theory or to a priori 
specifications. 
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Also, as a measure of the entire structural equation, an overall coefficient of 
determination (R^) was calculated, similar to that found in multiple regression. 
Although no test of statistical significance can be performed, it provides a relative 
measure of fit for each structural equation. The value of this measure should be 
between zero and one with value close to 1 represents good model. 
Standard errors are estimates of the precision of each parameter estimate. 
Small standards errors correspond to good precision and large standard errors to poor 
precision.Li practice, t-values are often used, which are independent of the units of 
measurement. A t-value is the ratio between the parameter estimate and its standard 
error. 
Measure of overall fit. One of the indicator of overall fit is to look at the Chi-square 
statistic. It measures the distance (difference, discrepancy, deviance) between the 
sample covariance matrix and the fitted covariance matrix. Chi-square is a badness-of-
fit measure in the sense that a small chi-square corresponds to good fit and a large chi-
square to bad fit. Zero chi-square corresponds to perfect fit. 
Apart from the chi-square statistic, there are other indicators of overall fit. The 
goodness-of-fit index (GFI) (Joreskog & Sorbom 1989) is another measure provided 
by LISREL. It is a nonstatistical measure ranging in value from 0 (poor fit) to 1.0 
(perfect fit). It represents the overall degree of fit (the squared residuals from 
prediction compared to the actual data), but is not adjusted for the degrees of freedom. 
The adjusted goodness-of-fit (AGF^), an extension of the GFI, which is adjusted by 
the ratio of degrees of freedom for the proposed model to the degrees of freedom for 
null model is also provided by the LISREL program. 
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Other indicators of overall fit include: (1) normed fit index (NFI); (2) 
comparative fit index (CFI) and (3) incremental fit index (M), which are fit indices 
measuring how much better the model fits as compared to a baseline model (i.e. an 
independence model), are particularly useful. These fit index have been proposed to 
eliminate or reduce its dependence on sample size. Chi-square statistic, one the other 
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CHAPTER 6 
ANALYSIS AND RESULTS 
6.1 RESPONDENT PROFILE 
Of the 2,010 residential buyers chosen to participate in answering the 
questionnaire mailed to them, there were 392 questionnaires returned for a response 
rate of 19.1% in about three months. Of these, 10 questionnaires were undelivered 
because the persons have moved away and 12 questionnaires were identified as 
irrelevant because they have bought their units not via real estate agents. Finally, 370 
usable questionnaires were used for subsequent analysis. 
A detailed profile of the characteristics of the sample is presented in Table 15: 
About 60% of the respondents are males (59.7 %) with the majority (46.9%) being 
between 31 and 40 years old and about one quarter (27.1) being 41-50. ti terms of the 
sex of agents, over 60% are female agent. Besides, most of the respondents are able to 
remember the name of the agency (97.5%). More than a quarter (26.7%) of the 
respondents were first-time buyers. Over half of the respondents have 1 to 3 times of 
experience in dealing with property transaction. 
In terms of education, almost 60% of the respondents have college education 
or above. Li terms of household income, over half of the respondents reported that 
their income are at $40,001 or higher per month, while there are about 40% of the 
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respondents reported their income at the range of 20,001 to 40,000. In terms of 
property price, the respondents represent various price groups with the largest group 
from $2 to $4 million, then followed by $4.1 to $6 million. The number of 
respondents are quite evenly distributed with 33.8% from Hong Kong; 26.4% from 
Kowloon and 34.6% from New Territories. Finally, the majority of the respondents 
reported that they have bought the house for own use (91.9 % ) 
TABLE 15 
Characteristics of Respondents 
Characteristics Percent of sample Characteristics Percent of sample 
Buyer's Sex (N=365) Monthly household income (N=366) 
Male 59.7 $20,000 or less 7.9 
Female 40.3 $20,001 - 40,000 38.8 
$40,001 - 60,000 28.4 
Age (N=369) Over $60,000 24.9 
30 and below 18.7 
31 to 40 46.9 Property price (N=368) 
41 to 50 27.1 $2.0 million or less 21.5 
over 50 7.3 $2.1-4.0 million 53.0 
$4.1-6.0 million 22.8 
Agent's Sex (N=361) Over 6.0 million 2.7 
Male 38.2 
Female 61.8 District (N=362) 
Hong Kong 35.6 
Memory of agency's name (N=366) Kowloon 27.9 
Yes 97.5 New Territories 36.5 
No 2.5 
Main purpose of Buying fN=358) 
Experience of transaction (N=344) For own use 91.9 
None 26.7 For investment 8.1 
1 to 3 times 54.7 
4 to 6 times 14.9 
Over 6 times 3.8 
Education (N=370) 
Form 3 or less 4.3 
High school/matriculated 37.0 
Some college 18.6 
Bachelor's degree 40.0 
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6.2 STRUCTURAL EQUATION MODELLING 
The causal relations specified in the conceptual model was tested by structural 
equation modeling approach. Specifically, the data were input into PRELIS 2 
(Joreskog and Sorbom 1988) to create the covariance matrix (see table 16)，which in 
turn, was input into LISREL 8 (Joreskog and Sorbom 1993). Based on the findings, a 
modified conceptual model of factors affecting property buyer's commitment toward 
current agents was then proposed and again analyzed by structural equation modeling. 
As discussed earlier, a structural equation model is used to specify the 
phenomenon under study in terms of hypothesized cause-and-effect constructs and 
their indicators. Because each equation in the model represents a causal link rather 
than a mere empirical association, the structural parameters do not, in general, 
coincide with coefficients of regressions among observed variables, ltastead, the 
structural parameters represent relatively unmixed, invariant and autonomous features 
of the mechanism that generates the observed variables (Jorekog and Sorbom 1989). 
In other words, structural equation models are useful to address the two basic 
problems of scientific inference: measurement and causal relations among constructs 
and the explanatory power of such relations. 
A summary of the original conceptual model and modified model are shown in 
Table 19 and Table 20 respectively. Since a structural equation model such as 
LISREL model consists of two parts: the measurement model and the structural 
equation model, the discussion of results and findings are proceed in two stages with 
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6.3 THE ORIGINAL CONCEPTUAL MODEL (CCOM) 
6.3.1 Measurement Model Evaluation 
Nested Model Comparisons. With the LISREL methodology (Joreskog and Sorbom 
1993), two confirmatory factor analyses (CFAs) were performed in this study: one for 
exogenous constructs and another for endogenous constructs. Results in Table 17 (M-
lex with 26 items) and Table 18 (M-len with 13 items) show that there are decided 
lacks of fit based on the the chi-square statistic for both C F A for exogenous constructs 
(chi-square = 515.88, d.f. = 284, p=0.00) and C F A for endogenous constructs (chi-
square =131.76，d.f. = 59，p=0.00). 
Table 17 
Nested Model Comparisons -Exogenous Variables 
_ Measurement Model y^ df GFI AGFI NFI CFI JH 
M-lex 
(Model with 26 items) 515.88 284 0.84 0 j 0 _ _ 0 j 5 _ _ 0 ^ 0.93 
M-2ex ^ 
(Model with 22 items) 343.88 194 0.87 0.83 Qj9_0_95 0 95 
M-3ex 
(Model with 22 items 286.57 190 0.89 0.85 0.91 0.97 0.97 
and 4 correlated error 
terms)  
Table 18 
Nested Model Comparisons -Endogenous Variables 
Measurement Model ^2 df GFI AGFI NFT CFI JFl 
M-len 
(Model with 13 items) 131.76 59 0.91 0.86 Q j ^ _ Q ^ 0 9 8 
M-2en 
(Model with 12 items) 95.38 48 0.93 0.88 0.97 0.98 0.98 
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A major criticism of chi-square measure is that it is too sensitive to sample 
size differences, especially in case where the sample size exceeds 200 (Hair et 
aU995). Since the sample size for this study is close to 200\ it is very likely that the 
X^ measure will be significant and therefore solely depends on chi-square statistic may 
not be appropriate. 
Apart from the chi-square statistic, there are other indicators of overall fit. 
Measures of absolute fit such as goodness-of-fit measure or GFI (Joreskog & Sorbom 
1989) and incremental fit measure such as adjusted-goodness-of fit index or AGFI 
(Joreskog & Sorbom 1989), Bentler and Bonett's (1980) normed fit index (NFI), 
Bentler's (1990) comparative fit index (CFI), and Bollen's (1989) incremental fit 
index (ffI) were used to assessed the fit of the C F A models. Note that GFI and AGFI 
measure how much better the model fits as compared to no model at all (Joreskog & 
Sorbom 1993). NFI, CFI, and M , on the other hand, measure how much better the 
model fits as compared to a baseline model (i.e. an independent model) (Joreskog & 
Sorbom 1993). 
Although GFI and AGFI do not depend on sample size explicitly in their 
calculation, their sampling distributions will depend on sample size. Maiti and 
Mukherjee (1990) demonstrate that there is an exact monotonic relationship between 
GFI and chi-square measure. Li this case, the models tested may not have a good fit 
based on GFI and AGFI if the sample size is large. Jn this case, the NFI, CFI and JFl 
may become the more appropriate fit measures. 
The C F A model for exogenous constructs (see Table 17，M-lex) shows 
adequate fit only in CFI (0.93), and JFl (0.93) but not in GFI (0.84), AGFI (0.80) and 
NFI (0.85). Moreover, the analysis result revealed that four items (V2 and V5 from 
perceived effort, V12 from responsiveness, V20 from mutual disclosure and X2 from 
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continuance commitment) in the measurement model had low item reliabilities (X < 
0.45). ln order to improve the measurement model, a second and a third confirmatory 
factor analysis for exogenous constructs were performed. This is accomplished by 
deleting the above five items which has low item reliabilities in the second 
confirmatory factor analysis and removing some of the constraints on the model 
parameters in the third confirmatory factor analysis. 
Li the second confirmatory factor analysis for exogenous constructs, only the 
remaining 22 items were used (i.e. two items in perceived effort, six items in 
perceived ethicality, four items in reliability, four items in personalization, three items 
in mutual disclosure and three items in responsiveness).Result show that this model 
(M-2ex ) produced a chi-square value of 343.88 with 194 degrees of freedom 
(p=0.00), the goodness of fit indices GFI, AGFI, NFI, CFI and JFl was 0.87, 0.83, 
0.89，0.95 and 0.95 for the model respectively. The analysis result revealed that all the 
twenty two items in the measurement model have high item reliabilities {X > 0.45). 
To further improve the fitness of the measurement model, constraints on some 
model parameters in M-2ex have to be removed. A review of the modification indices 
obtained from the LISREL analysis on M-2ex suggests that a correlation may exist 
between the error terms of the indicators. The possibility of pairs of correlated errors 
provides an alternative explanation to why M-2gx does not produce a good fit. Finally, 
4 pairs ofcorrelated error terms were identified and a re-specified model ( M - 3 e x ) gave 
a chi-square of 286.57 with 190 degree of freedom (p = 0.00). The goodness of fit 
indices GFI, AGFI, NFI, CFI and M was 0.89，0.85，0.91, 0.97 and 0.97 for the model 
respectively. 
Since M-Ux , M-2ex and M-3ex of are nested^, the three models can be 
compared. Comparisons of these three nested models are presented in Table 17. First, 
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compare M-lex and M-3ex , the latter model shows a substantial improvement over M -
lex . The chi-square difference between these two models is 229.31 with 94 degree of 
freedom which is significant at 0.01 level. These findings show that M-3ex has a 
better fit than M-lex. 
» 
By the same token, M-2ex and M-3ex are also nested and can be compared. The 
chi-square difference between these two models is 57.31 (d.f.=4 ) which is significant 
at 0.01 level. These findings imply that M-3ex has a significantly better fit than M-2ex . 
In summary，M-3ex has a better fit than M-2ex and M-lex . In addition, M-3ex is 
also found to outperform M-lex and M-2ex on other criteria, such as GFI, AGFI, NFI, 
CFI and BFL As such it can be considered as the best among the three competing 
models. 
The C F A model for endogenous constructs (see Table 18，M-len) shows 
adequate fit in GFI (0.91), NFI (0.96)，CFI (0.98), and M (0.98) but not in AGFI 
(0.86). Moreover, the analysis result revealed that one item (X2 from continuance 
commitment) in the measurement model had low item reliabilities (X < 0.45). Jn order 
to improve the measurement model, a second confirmatory factor analysis for 
endogenous constructs was performed. This is accomplished by deleting X 2 in the 
second confirmatory factor analysis. Finally, only the remaining 12 items were used 
(i.e. three items in trust, three items in satisfaction, three items in affective 
commitment and three items in continuance commitment). Result show that this 
model (M-2en ) produced a chi-square value of 95.38 with 48 degrees of freedom 
(p=0.00), the goodness of fit indices GFI, AGFI, NFI, CFI and JFl was 0.93，0.88, 
0.97，0.98 and 0.98 for the model respectively. The analysis result revealed that all the 
twelve items in the measurement model have high item reliabilities (X > 0.45) and a 
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review of modification indices obtained from the LISREL analysis on M-2en suggests 
that no more improvement was need. 
Again, since M-len，and M-2en are nested^ the two models can be compared. 
Comparisons of these two nested models are presented in Table 18. Compare M-len 
and M-2en , the latter model shows a substantial improvement over M-len . The chi-
square difference between these two models is 36.38 with 11 degree of freedom which 
is significant at 0.01 level. These findings show that M-2en has a better fit than M-len 
.In addition, M-2en is also found to outperform M-len on other criteria, such as GFI, 
AGFI, NFL As such it can be considered as a better model than M-len . 
Measurement Model Results. Based on the above findings, it is suggested that both 
M-3ex and M-2en provide a reasonable fit to the data. First, these models have 
achieved an acceptable to high value in GFI (0.89, 0.93) and a high value in NFI 
(0.91, 0.97)，CFI (0.97, 0.98) and JFl (0.97, 0.98) respectively. Second, the 
modification indices of these models indicate that further improvement of this model 
seems to be impossible. 
As mentioned earlier, the measurement model specifies how the latent 
variables or hypothetical constructs are measured in terms of observed variables, and 
it describes the measurement properties (validities and reliabilities) of the observed 
variables. This definition implies that a good measurement model should have (1) 
high and statistically significant indicator coefficients (Xxs and Xys)，（2) high 
reliabilities (Cronbach as) and high validities (i.e. proportion-of-variance extracted 
index). 
The indicators coefficients (i.e. standarized factor loadings), reliabilities, and 
proportions of variance extracted of each construct in the measurement model are 
shown in Table 19, Part A. Note that the first item of each construct was fixed at 1.00 
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for scaling purpose. The indicator coefficients of the constructs are generally very 
high and close to the anchored coefficient of 1.00 (ranging from 0.81 to 1.29). All 
these coefficients are also statistically significant (p<0.01, 1-tailed). Cronbach's 
(1951) Coefficient alpha (or Cronbach alpha) was used to assess the reliability of the 
constructs in this study. Reliability levels of the multi-item constructs are high 
(ranging from 0.8001 to 0.9629). All of them exceed 0.70，the threshold 
recommended by Nunnally (1978) for basic research. 
Finally, the more conservative proportion-of-variance extracted index (Fomell 
and Larcker 1981)，which indicates the amount of variance captured by a construct in 
relation to the amount of variance due to measurement error, demonstrates all the 
constructs have moderately high to high validities (ranging from 0.5367 to 0.8867). Jn 
other words, the variance accounted for by each of the constructs is greater than the 
variance accounted for by measurement error. To summarize, it is reasonable to 
conclude that the measurement model is acceptable based on the above indicators. As 
the measurement model is considered accepted, we can proceed to the structural 
model results. 
6.3.2 Structural Equation Model Results 
Model Fit. The equation model specifies the causal relations among the latent 
variables and describes the causal effects and the amount of unexplained variance. 
The first step is to examine whether or not the maximum likelihood estimate for the 
structural equation model provides a satisfactory fit to the data. The chi-square value 
(see Table 19’ Part B) indicates that the model does not adequately account for the 
relationship between the observed sample covariance and the hypothetical population 
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covariance (%^495=768.94, p=0.00). Since it is generally agreed that chi-square test 
should be used as a guide raher than an absolute index of fit (Bagozzi 1981; Bearden, 
Sharma, and Teel 1982; Fornell and Larcker 1981), other fit indices including GFI, 
AGFI, NFI, CFI and JFl were used in this study. 
Results (see Table 19，Part B) show that the value of GFI, AGFI, NFI, CFI and 
正1 is equal to 0.82，0.78, 0.89，0.96, 0.96, respectively. Based on the heuristics 
(Joreskog and Sorbom 1989), an acceptable model should have a GFI and AGFI of 
0.90 or over. As such, the structural equation model is not sufficiently fit based on 
these two measures of fit. As discussed earlier (see 6.3.1)，GFI and AGFI do not 
depend on sample size explicitly in their calculation, however, their sampling 
distributions still depend on sample size. Li this case, Bentler and Bonett's (1980) 
normed fit index (NFI), Bentler's (1990) comparative fit index (CFI), and Bollen's 
(1989) incremental fit index ( M ) are more appropriate to assess the model fit. Since 
both CFI and M equal to 0.96 and NFI is very close to the threshold of 0.90, it is 
reasonable to conclude that the structural model is marginally adequate. 
Causal Relationships among the Constructs, As the model is considered 
marginally adequate, so we now turn to the structural parameters estimates. 
According to the conceptual model (see Fig.2), it is hypothesized that trust in 
current agent is the function of perceived ethicality (1¾ ), reliability (H4), 
personalization (Hg), mutual disclosure (H9). Satisfaction in current agent is the 
function of perceived effort (Hi), perceived ethicality (H3), reliability (H5), 
personalization (H7), mutual disclosure (Hio), responsiveness (H12 ), and affective 
commitment toward the current agent is a function of personalization (¾), mutual 
disclosure (Hn), satisfaction (Hi6) and trust (Hn). Finally, continuance commitment 
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towards the current agent is a function of trust (Hn), satisfaction (H14) and affective 
commitment (H15). 
The results (Table 19’ part B) show that reliability (yi3=1.34, p<0.01, 1-tailed), 
personalization (yu= -0.32, p<0.01, 1-tailed) and mutual disclosure (yi5=0.14, p<0.05, 
1-tailed) are the significant determinants of trust. Perceived ethicality is not the 
significant determinant of trust. The proportion of variance explained or R^ of the 
function is 0.96. 
For satisfaction with agent, results (Table 19，part B) show that only reliability 
(y23=l.35, p<0.01, 1-tailed) personalization (y24= -0.30, p<0.05, 1-tailed) and mutual 
disclosure (y25=O.i9, p<0.01, 1-tailed) are the significant determinants of satisfaction. 
The rest of them, perceived effort, responsiveness and perceived ethicality are not the 
significant determinants of satisfaction. The proportion of variance explained or R^ of 
the function is 0.94. 
For affective commitment to an agent, results (Table 19，part B) show that 
personalization CY34=0.26 p<0.01, 1-tailed) and mutual disclosure (y35=O.i4, p<0.01 1-
tailed) are the significant determinants of affective commitment. Besides, affective 
commitment is positively related to satisfaction (p32=0.42, p<0.01, 1-tailed). Trust, on 
the other hand, does not appear to be related to affective commitment. The proportion 
of variance explained or R^ of the function is 0.84. 
Finally, for willingness to commit continuously with the agent, results(Table 
19，part B) show that only trust (p4i=0.54 p<0.01, 1-tailed) is the significant 
determinant of continuance commitment. Satisfaction and affective commitment are 
not the significant determinants of continuance commitment. The proportion of 
variance explained or R^ of the function is 0.70. 
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Discussion. Based on the original conceptual model, our findings indicate that 
the factors of "perceived effort" and "responsiveness" do not appear to be related to 
satisfaction with the agent. Besides, the factor of "perceived ethicality" does not 
appear to be related to either trust or satisfaction with the agent. It seems that the lack 
of impact of perceived effort on satisfaction may due to the fact that the respondents 
are not aware of the agent's effort in terms of time, energy and the like. This may also 
happen in perceived ethicality because they are not aware of or feel unimportant in the 
ethical behavior of the agents. Besides, these two constructs are not well developed 
although they are being applied this study. 
Contrary to our expectation too, the factor "responsiveness" does not have an 
impact on satisfaction with the agent. One possible explanation may be due to 
industry- specific reasons. Another possible explanation for this phenomenon may be 
due to the characteristics of the respondents. The majority of the respondents in this 
study are mainly users. Their accommodation need is the top priority which may need 
to take care of various interests of the family members such as support services, 
recreational facilities, neighborhood and the like. Besides, the decision may involve a 
long-term financial commitment. Thus, the final decision requires a lot of elaboration 
and time to consider while the promptness of the agent is not valued. 
As the structural model fit of the original conceptual model is marginally 
adequate and quite a lot of the hypothesized relations are not supported, the next 
logical step is to modify the original conceptual model to improve the model fit. This 
is accomplished by deleting insignificant exogenous constructs from the original 
model (see Fig.3 for modified model) and reestimating it. 
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TABLE 19 
Measurement Model and Structural Model Results of the Original Model: 
Continuance Commitment (CCOM) 
A. Measurement Model Results 
Standardized Proportion of 
Constructs and indicators factor loadings Reliability variance extracted 
Exogenous Constructs 
Perceived Effort (^ 1) 0.8375 0.6650 
VI (exert a lot of energy) 1.00^  0.62 
V9 (put a lot of effort) 1 .of 0.71 
Perceived Ethicality (^ 2) 0.9184 0.6417 
Yl (exaggerates features and benefit) 1.00^  0.52 
Y2 (tell lies) l 2 t 0.75 
Y3 (does not offer proper information) 1.20^  0.66 
Y4 (does not treat the parties equally) 1.18^  0.60 
Y5 (interested only in own interests) 1.29^  0.64 
Y6 (pass blame on others) 1.28^  0.68 
Reliability (^ 3) 0.8690 0.5825 
V3 (provide service as promised) 1.00^  0.59 
V4 (dependable) 1.09^  0.72 
V6 (right the first time) 0.84^  0.50 
V7 (well-trained and knowledgable) 0.86^  0.52 
Personalization (^ 4) 0.8833 0.6950 
V13 (display personal warmth) 1.00^  0.72 
V14 (takes time to know you personally) 0.81^  0.54 
V16 (polite and courteous) 0.88^  0.74 
V19 (friendly and pleasent) 1.02^  0.78 
Mutual Disclosure (^ 5) 0.8001 0.5367 
V15 (his personal life) 1.00^  0.58 
V17 (hisjob) l.04b 0.55 
V18 (my personal life) 0.93^  0.48 
Responsiveness (^ 6) 0.8447 0.6533 
V8 (prompt service) l.OCf 0.53 
V10 (willing to help) 1.19^  0.73 
VII (ready to respond) l.09^  0.70 
Endogenous Constructs 
Trust (rii) 0.9415 0.8467 
W 1 (tmst) 1.00' 0.92 
W 2 (honest) 0.96^  0.77 
W 3 (faith) 0.92b 0.85 
Satisfaction (r|2) 0.9629 0.8867 
W 4 (satisfied vs dissatisfied) l.CKf 0.92 
W 5 (pleased vs displeased) 0.98^  0.87 
W 6 (favourable vs unfavourable) 0.94^  0.87 
Affective Commitment (r|3) 0.9483 0.8467 
W 7 (level of emotional commitment) 1.00^  0.87 
W 8 (level of friendship) 0.91^  0.79 
W 9 (strength of commitment) 1.06^  0.88 
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TABLE 19 (Continue) 
Measurement Model and Structural Model Results of the Original Model: 
Continuance Commitment (CCOM) 
A. Measurement Model Results 
Standardized Proportion of 
Constructs and indicators factor loadings Reliability variance extracted 
Endogenous Construct 
Continuance Commitment (r|4) 0.8795 0.7067 
XI (remain with the same agent) 1.00^  0.73 
X3 (recomend to others) 1.06^  0.89 
X4 (continue mv relationship with him) 0.75^  0.50 
B. Structural Model Results Dependent Constructs  
Trust Satisfaction Affective Continuance 
Independent Constructs Commitment Commitment 
Perceived Effort 0.10 
Reliability 1.34^  1.35^  
Responsiveness -0.13 
Personalization -0.32^  -0.30^  o.26^  
Mutual Disclosure 0.14^  0.19^  0.14& 
Perceived Ethicality -0.071 -0.036 
Tnist 0.10 O.54b 
Satisfaction o.42^  0 32 
Affective Commitment • 13 
Propotion of variance explained (R^ ) 0.96 0.94 o.84 p yp 
Fit statistics: 





JF t 0.96 
a Fixed at 1.00 
b p<0.01, 1-tailed 
c p<0.05, 1-tailed 
d Joreskog and Sorbom's (1989) "goodness-of-fit index" 
e Joreskog and Sorbom's (1989) "adjusted goodness-of-fit index" 
f Bentler and Bonnett's (1980) “normed fit index" 
g Bentler's (1990) "comparative fit index" 
h Bollen's (1989) "incremental fit index" 
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THE MODIFIED CONCEPTUAL MODEL (CCOM) 
6.4.1 Measurement Model Evaluation 
Using the same procedure performed in the analysis of the original conceptual 
model，it is found that the measurement properties of the measurement model of the 
modified model are similar to those of the original model. Li other words, all the 
indicator coefficients (^xs and ^ys) are high and statistically significant, and all the 
reliabilities and validities meet the minimal standards requirement (see table 20，part 
A). As such, it is reasonable to conclude that the measurement model of the modified 
model is acceptable. W e then proceed to the structural model results. 
6.4.2 Structural Equation Model Results 
The Model Fit. The fit of the structural equation model of the modified model 
is still inadequate based on the Chi-square test (%^ 2u = 360.66, p=0.00), GFI (0.87), 
AGFI (0.83). On the other hand, the structural model can be considered adequately fit 
based on NFI (0.93), CFI (0.97) and M (0.97). Besides, the Chi-square difference test 
shows that there is a significant differences between the structural models of the 
original model and the modified model (%^ diff=28i =408.28, p=0.00). It is, therefore, 
reasonable to conclude that there is a significant improvement of fit in the modified 
model over the original model. See Table 20，part B for more detail about the results 
of the model. 
Results (Table 20, part B) show that both reliability and personalization are the 
significant determinants of trust, with reliability strongly and positively related to trust 
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(7i3=1.33, p<0.01, 1-tailed) and personalizaiton moderately and negatively related to 
trust (Yi4= -0.25, p<0.01, 1-tailed). Mutual disclosure does not appear to be related to 
trust. The proportion of variance explained or R^ of the function is 0.97. Trust 
(041=0.57，p<0.01, 1-tailed), in turn, is the only significant determinant of continuance 
commitment. Satisfaction and affective commitment do not appear to have any 
relationship with continuance commitment. The proportion of variance explained or 
R2 ofthefunction is 0.70. 
For satisfaction with agent, results (Table 20，part B) show that reliability, 
personalization and mutual disclosure are the significant determinants of satisfaction, 
with reliability strongly and positively related to satisfaction (y23=1.33, p<0.01, 1-
tailed), personalization moderately and negatively related to satisfaction (y24= -0.23, 
p<0.05, 1-tailed) and mutual disclosure moderately and positively related to 
satisfaction (y25=O.i3, p<0.05, 1-tailed). The proportion ofvariance explained or R^ of 
the function is 0.93. 
For affective commitment to an agent, results (Table 20, part B) show that 
personalization and mutual disclosure are the significant determinants of affective 
commitment, with personalization moderately and positively related to affective 
commitment ( Y 3 4=O.26, p<0.01, 1-tailed) and mutual disclosure moderately and 
positively related to affective commitment ( y 3 5 = O . i 4 , p<0.01, 1-tailed). Satisfaction 
moderately and positively related to affective commitment ( p 3 2 = 0 . 4 4 , p<0.01,l-
tailed). Trust does not appear to be related to affective commitment. The proportion of 
variance explained or R^ of the function is 0.84. 
Disscussion. Based on the modified model, our findings indicate that 
satisfaction with and affective commitment to the current agent do not appear to be 
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related to the willingness of the buyer to commit continuously with the agent. This 
may be due to the artificiality of the phenomenon. Li other words, as the buyers are 
already committed to a substantial financial mortgage, they may not consider to 
seeking for another property through the same agent in a near future. 
Results also show that the effect of personalization on relationship quality is 
mixed. It moderately and positively related to affective commitment. On the other 
hand, it moderately and negatively related to trust and moderately and negatively 
related to satisfaction . Li diagnosing this phenomenon, the negative impact of 
personalization on trust and satisfaction may be due to industry specific reasons. This 
construct itself is recently operationalized in a study conducted by Mittal and Lassar 
(1996) and is tested in two industries: (1) car repair service (2) a health clinic. The 
result is mixed. Personalization shows a positive effect on customer satisfaction in 
health clinic service but a negative effect in car repair service. 
Another possible reason is suggested in Suprenant and Solomon (1987)'s 
research findings. They find out that the degree and type of personalization employed 
differ in the evaluations of service encounters. 
Besides, respondents may consider personalization is only a sales tactic. Jn 
addition, treating client politely, display personal warmth and the like may be 
considered as the basic requirement of doing business and should be a common 
phenomenon in the business world. However, in the extreme case, respondents may 
not trust in and feel satisfied with the agent at all because they are sensitized by the 
personalized action and may even become more skeptical of the agent's motive. 
Footnotes: 
1. Although there are 370 usable questionnaires, some missing values are found in the 
data set. Li LISREL analysis, no missing values are allowed. The ultimate number in 
sample size is 199. 
1 2 3 
2. A nested model is formed by imposing additional model constraints on the 
previous model. These constraints may be the fixing of specific coefficients at zero, or 
constraining some coefficients to be equal, or having some coefficients to have 
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TABLE 20 
Measurement Model and StructuralModel Results of the Reduced Model: 
Continuance Commitment (CCOM) 
A. Measurement Model Results 
Standardized Proportion of 
Constructs and indicators factor loadings Reliability variance extracted 
Exogenous Construct 
Reliability (^3) 0.8690 0.5700 
V3 (provide service as promised) 1.00^  0.57 
V4 (dependable) 1.10^  0.71 
V6 (right the first time) 0.84^  0.49 
V7 (well-trained and knowledgable) 0.87^  0.51 
Personalization (^4) 0.8833 0.7000 
V13 (display personal warmth) 1 .OCf 0.71 
V14 (takes time to know you personally) 0.79^  0.51 
V16 (polite and courteous) 0.91^  0.77 
V19 (friendly and pleasent) 1.04& 0.81 
Mutual Disclosure (^ 5) 0.8001 0.5400 
V15 (his personal life) 1.00^  0.59 
V17(hisjob) 1.02b 0.54 
V18 (my personal life) 0.93^  0.49 
Endogenous Constructs 
Trust (T|i) 0.9415 0.8433 
W 1 (tmst) 1.00' 0.93 
W 2 (honest) 0.95^  0.76 
W 3 (faith) 0.91' 0.84 
Satisfaction (r|2) 0.9629 0.8867 
W 4 (satisfied vs dissatisfied) 1.00& 0.92 
W 5 (pleased vs displeased) 0.98^  0.87 
W 6 (favorable vs unfavorable) 0.94^  0.87 
Affective Commitment (r|3) 0.9483 0.8467 
W 7 (level of emotional commitment) 1.00^  0.87 
W 8 (level of friendship) 0.90^  0.79 
W 9 (strength of commitment) 1.06^  0.88 
Continuance Commitment (r|4) 0.8795 0.7067 
X I (remain with the same agent) 1.00& 0.72 
X3 (recomend to others) i.07^  0.90 
X4 (continue my relationship with him) Q.75^  0.50 
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TABLE 20 (Continue) 
Measurement Model and Structural Model Results of the Original Model: 
Continuance Commitment (CCOM) 
B. Structural Model Results 
Dependent Constructs  
Tmst Satisfaction Affective Continuance 
Independent Constructs Commitment Commitment 
Reliability 1.33^  1.33^  
Personalization -0.25^  -0.23。 0.26^  
Mutual Disclosure 0.087 0.13^  0.14^  
Trust 0.082 0.57^  
Satisfaction o.44^  0 30 
Affective Commitment 0.13 
Propotion of variance explained (R^ ) 0.97 0 ^ Q.84 QJQ 
Fit statistics: 






a Fixed at 1.00 
b p<0.01, 1-tailed 
c p<0.05, 1-tailed 
d Joreskog and Sorbom's (1989) "goodness-of-fit index" 
e Joreskog and Sorbom's (1989) "adjusted goodness-of-fit index" 
fBentler and Bonnett's (1980) "normed fit index" 
g Bentler's (1990) "comparative fit index" 
h Bollen's (1989) "incremental fit index" 
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DISCUSSION AND CONCLUSION 
This last chapter will first review the rcscarch lhat have bccn undertaken by 
summarizing the research findings and their rationales. Contribution of the findings 
and limitation ofthe research will then be elaborated. Dircctions for future research 
will be concluded as the end of the thesis. 
7.1 SUMMARY 
The purpose of this study is to propose and empirically test the model of 
continuance commitment of professional service provider, that is the real estate agent 
in this setting. Since the modified model is a better representation over the original 
modal as was discussed in the preceding chapter (see 6.3.2). The summarized research 
findings are based on the result of the modified conceptual model. 
Relationship Quality. Most service marketers today recognize the importance of 
keeping customers and making them into better customer (Berry 1983). In marketing 
real estate agency service (and, perhaps, similar services), the agent's ability to affect 
the customer's commitment and dependency on the provider may be determined 
largely by the interpersonal relationship he or she established with the customer. 
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Trust, one of the dimensions in relationship quality as measured in our study, 
bear significant and positive influence on the customer's continuance commitment 
towards the agent. Contrary to the initial hypotheses, the other two dimensions viz. 
satisfaction and affective commitment are not found to be related to customer's 
continuance commitment towards the agent in this study. 
An interpretation of these results is that only trust serves as an indicator of the 
health and future well-being of long-term service sales relationships. This is the only 
motivational basis of customer that directs and maintains a valued relationship with 
the agent. Confronting the uncertainty often present in complex service exchange 
settings, it seems that satisfaction with the agent's performance and an affectively 
committed relationship may not be a lasting bond that leads to and intensifies their 
commitment to one another. Another possible reason may be due to the artificiality of 
the study. Li other words, the scenario of buying another property in the near future 
may not be realistic to the respondent because they have just committed to a 
substantial financial mortgage (affordability) and do not plan to buy another house 
(need isjust met). 
Another finding, to be summarized below, is the effect of social factors 
(personalization and mutual disclosure) and non-social /functional factor (reliability) 
on relationship quality. 
Trust and its Antecedents. Results show that reliability is strongly and positively 
related to trust as hypothesized. Personalization is moderately but negatively related 
to trust which contradicts our original thinking. Finally, mutual disclosure does not 
have an impact on trust. 
Satisfaction and its Antecedents. Results show that reliability is strongly and 
positively related to satisfaction and mutual disclosure is moderately and positively 
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related to satisfaction as hypothesized. Personalization is moderately but negatively 
related to satisfaction which contradicts our original thinking. 
Affective Commitment and its Antecedent. Results show that personalization and 
mutual disclosure both moderately and positively related to affective commitment as 
hypothesized. 
The results suggest that two affective quality factors are important in 
residential buyers' evaluation of brokerage service quality and facilitate the 
development of a deeper customer relationship. Reliability is the only functional 
factor which is strongly and positively related to relationship quality. Besides, mutual 
disclosure, one of the social factors, is moderately and positively related relationship 
quality. 
The effect of personalization, one of the social factors, on relationship quality 
is mixed. It is moderately and positively related to affective commitment. On the other 
hand, it is moderately but negatively related to trust and satisfaction, ln diagnosing 
this phenomenon, the negative impact on trust and satisfaction may be due to the 
nature of the service being delivered and the perceptions of the respondent on the 
motives' of the agent. 
7.2 CONTRIBUTIONS OF THE RESEARCH 
Within the design of the study, the findings offer important managerial and 
theoretical implications. 
Managerial Implications. Given the results of the study, several managerial 
implications are suggested and correspond to the importance of the determinant 
antecedents. 
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1. Functional aspect -emphasis on reliability building 
Reliability is the core of the brokerage service. Besides, this functional factor 
is very important in the relationship formation stage as it tends to aid in the formation 
of a more deeper relationship with trust and satisfaction in a later stage. 
Since greater levels of an agent's expertise can foster greater customer trust, it 
suggests the need for effective recruitment and training of sales personnel in real 
estate industry. The recruitment process must consider the aptitude and analytical 
skills of the sales personnel. Li addition to orientation training program which 
primarily centers on financial and legal concepts as well as real-estate terminology, 
the agents must be provided with continuous training so as to help them to keep 
abreast of market situation such as new regulations, knowledge of consumer behavior, 
in addition to knowledge of sales procedures and responsibilities. It is also important 
to train the agent to be customer advocates, advisors, and problem solvers. A well-
trained sales force can be pivotal in helping customers overcome their outcome 
uncertainties and generating trust and leading to loyalty and potentially long-term 
relationships. To validate their expertise, agents can direct their customers to other 
expert sources such as bankers, valuer and lawyer. 
Besides, keeping promise is important. Time is a critical resource to manage. 
Customers have to feel that the time they spend in the relationship with a service firm 
is well worthwhile. Punctuality is one way to show the concern with the customers as 
well as putting the client in the learning process of trusting the agent. Besides, follow-
up visits and/or telephone calls show/maintain a consistently high customer-
orientation level even after a sale is completed. This is in fact an important selling 
tactic that speed the rightful attribution of trust. 
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If management discover that their employees have failed to discharge their 
duties properly and do not deserve the commissions charged, they can partially pay 
back the commissions to the client. By accepting this service failure, clients may come 
back again. While giving no excuse at all for failed service tends to have worse 
consequences for customer satisfaction than giving a poor excuse. 
At present in most cases an estate agent relies on verbal instructions or 
agreements with his buyers. This has given rise to disputes and allegations of 
malpractice. Management are therefore encouraged to follow closely with the 
adoption of standard agency agreement. 
Livestment and support from top management are other means to increase the 
agent's reliability. The availability of facilitating goods, technologies, and equipment 
is able to enhance the performance of service employees. For instance, investment in 
information technology helps to improve and standardize information delivery, while 
the provision of high-quality photographs of houses and other related professional 
services such as surveying, valuation and finance to clients may serve as a tangible 
indicator of the service company's competence. 
2. Social aspects - sensitive to the nature of the social process underlying 
interpersonal relationship development 
With reference to social factors, personalization and mutual disclosure are 
found to be important in building and enhancing sales relationship. 
Results show that personalization has both a positive and negative impact on 
consumer's evaluation of the service. On the positive side, personalized service is 
desired by the customer. They like to be treated on a more individual basis and may 
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want to develop a closer relationship with the agent. As such, when agent lack 
personalization qualities, this may cause them to lose customers. On the negative side, 
especially in the extreme case, respondents may not trust in and feel satisfied with the 
agent at all because they are sensitized by the personalized action and may even 
become more skeptical of the agent's motive. The adoption ofpersonalization strategy 
should therefore be used with the utmost care. 
When hiring property agents, marketing and sales managers can concentrate on 
uncovering the social abilities of the prospective agents that facilitate establishing and 
maintaining long-term interpersonal relationships. The screening can be done via 
relevant personal histories and through the use of interpersonal role-playing situations 
within the interview environment. Management must emphasize on client 
management skills such as customer-sensitivity, language, and interpersonal skill 
development which help agents to develop the personalizaiton qualities and use it as a 
differentiating factor in service delivery and competitive strategy to build and 
maintain good relationship with clients. 
Management should be sensitized to the nature of the social process 
underlying interpersonal relationship development. Bleasdale (1991) has identified 
that when the agent keeps client's best interests in mind, both real estate buyers and 
sellers are satisfied. Jn other words, how the message is delivered is of paramount 
importance in training program. It is hoped that customers are convinced in the motive 
of the agent to render the service. It is due to this positive social content in service 
encounters that customers seek familiar, likable, friendly service providers. 
Positive personalization from service providers who assist a customer more 
than as "a job", who enjoy being with customers, exude enthusiasm and send out 
personal warmth in service encounters can offer their customer a personally rewarding 
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shopping and service experience. This is what Beatty et al. (1996) termed it as 
relationship selling which focuses on the ways in which retail salesperson create and 
maintain close relationships with their customers. It is also advised that agent should 
employ a problem-solving mentality, treat their customers as friends and their 
"partners" to solve their problem and not merely as a single transaction. 
Training and account management programs should emphasize that customers 
may use disclosure to "test" the seller's motives and trustworthiness. Development of 
disclosure-handling skills is a normal part of the training program for counselors and 
therapists. Analogous modules might be incorporated in the training of service 
marketers. For instance, developing close and attentive listening skills is essential for 
eliciting information from the client and engendering a willingness of client 
participation. Besides, frank and suitable socialization are important too in gaining 
customers' trust, satisfaction especially in the initial stage. In return, the customer may 
feel comfortable to open up themselves and is delighted to lock into a relationship 
with the agent. This is the strategy of relationship customization as suggested by Berry 
and Gresham (1986). 
To sum up the above managerial implications, the performance of the agent 
relies a lot on management support. Management should invest in their relationships 
with their clients (e.g., training personnel in relationship-building skills and 
developing a regular system for monitoring the climate of the agency-client 
relationship) to protect what Ted Levitt (1983) calls the agency's "most precious 
asset: its relationship with its clients." Effective customer service training requires a 
continuous process that is reinforced by first-line supervisors. They must be included 
in the process so that what is learned in formal training sessions is reflected in the 
day-to-day service delivery. 
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Conceptual Contribution. Several theoretical contributions of this study may also 
be noted. 
First, it is a first attempt to propose and empirically test a comprehensive 
model of service relationship formation/enhancement to understand professional 
service customer's commitment with their service providers in the context of real 
estate brokerage service. Besides, it shows that client-agent service relationship share 
many of the same themes as in other selling or relationship context. 
Second, the study contributes to knowledge of cross cultural study. It confirms 
that most of the western concepts and measurement scales are applicable in the 
Chinese context. The modified measures of mutual disclosure and perceived ethicality 
constructs demonstrate reasonable psychometric properties. However, to gain wider 
acceptance, this measure should be tested in other context other than real estate 
brokerage service relationship environment. 
Third, the relationships of satisfaction on affective commitment in other 
context can also be applied to a person-to-person relationship in service context. On 
the other hand, we do not find any relationship between trust and affective 
commitment in our study. 
Finally, previous literature has identified that "personalization" has either a 
positive or negative effect depending on the type of industry and the degree of 
personalization. Jn this study, it is found that the effect of "personalization" is mixed 
within the real estate industry. Knowledge is advanced by acknowledging the 
precision of the effect of this construct. 
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LIMITATIONS 
A major limitation in this study is the measurement scale. Though a pre-test 
has been done, the reliability of the "perceived effort" is still low. Finally only two 
items in scale is used, while the remaining two reversed items are not used in later 
analysis. One reason may be accounted by the scale itself. The scale is not well 
developed and has been used only in two studies before. 
One of the objective of this study is to address the issue of professionalism and 
ethical standard of the real-estate agent and its impact on the customers' commitment 
with their service providers. However, Response problem has also been found in 
Section V. This part is designed to ask for the respondent's opinions on the agent's 
professionalism and ethical standard. Altogether, there are 6 questions in that section. 
With the exception of question 1 and 3, over 15% of the respondents gave the answer 
"don't know". There may be a lot of reasons for such response which include 
ignorance, forgetting, an inability to articulate or unwillingness to give the answer. 
Besides, the number of respondents who have completed all the 6 questions was 
relatively low. This partially explains why the sample size becomes smaller (199 out 
of 370 usable questionnaire collected) when using in the LISREL analysis. 
As with any study, some limitations exist on the generalizability of the results. 
This study focuses on the buyer's perspective of residential estate only. More research 
is needed to apply into other types of agency services such as leasing of real estate or 
other sectors such as commercial and industrial use or other service industries. 
This study is based on data that were collected from a single period of time for 
three residential estates. The inclusion of other time frame and other population was 
limited by resource constraints. Thus comparative analyses could not be presented. 
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7.4 DIRECTIONS FOR FUTURE RESEARCH 
The limitations in this study provide substantial opportunity for research in 
service provider/client relationship. 
First, we recognize the modest reliability for one of the measures (i.e. 
Perceived Effort) though efforts have been made such as parallel translations and 
pretest. Li future studies, reliability probably can be strengthened by generating a 
larger sample of items from the domain of each construct and by obtaining a larger 
sample. 
Second, some of the factors such as "perceived effort", "responsiveness", 
"perceived ethicality" of agent in the current study (residential buyers context) are not 
important. Future study may explore these factors more. Besides, the model can be 
extended to include other factors. For instance, bargaining skill and service recovering 
skill can be incorporated in future studies. Li addition, we may include customer 
characteristics such as the trusting disposition the very nature of which is shaped by 
their experience and learning. Familiarity with agent and the number of prior 
encounters with these individuals may also influence a customer's trust. 
Third, we may include relevant demographic variables to assess their effects 
on customer trust. Level of trust may vary across samples. Psychological and 
sociological research contains several consistent findings about how males and 
females differ in their attitudes towards commitment to interpersonal and sexual 
relationships. First, the research suggests that women place more emphasis on trust 
and commitment in their sexuality relationships (Townsend 1987); and second, 
women are said to be more likely to view behaviors engaged in by their partners in the 
dyad and their own behaviors in a relational context (Gagnon and Simon 1987). 
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Besides, a recent attempt by Shemwell et al's (1994) use of primary care physicians, 
automobile mechanics, and hairstylists as the analyzed industries, they find out that 
females are more likely than males to become emotionally attached to a service 
provider. As such, gender of the evaluator or gender of the agent is suggested to be 
one of the moderating variables. Besides, other demographic variable such as 
experience of evaluator (first-time buyer versus frequent buyer) can also be taken into 
consideration in future. 
Fourth, this research leads naturally into other projects. The identification of 
key dimensions of service quality for customers in a particular sector of the real estate 
agency industry has enabled the researchers to devise unique data collection 
instruments which embody these dimensions to monitor their customers' perceptions 
of the quality of service they are receiving. Within the real estate agency industry，this 
leads naturally to the development of similar instruments for use in other sectors of 
that industry, most particularly, the industrial and commercial market. 
Finally, the research can be extended to include the employee point of view 
because any programs designed to improve the quality of service being delivered will 
be ineffective without the understanding and support of employees. The rationale 
behind is that customers' perceptions of the performance of these employees tend to 
determine their satisfaction with and extent of their relationship with the firm. In 
general，customers build bonds of trust and expectations with employees, not with the 
company, and when these people leave, the bond is often broken. Since the brokerage 
industry is characterized by high mobility and it is therefore critical for management 
to ensure the agents' loyalty to the company. Probably, agents' loyalty to the company 
will help secure their customer's loyalty. 
1 3 8 
Future research efforts need to better focus on employee's customer 
orientation. What motivate(s) an agent (e.g. social motives and reward) for engaging 
in relationship building is an area ripe for examination, as close, ongoing customer 
relationships continue to be the business model of the future. Besides, research on the 
effects of service climate such as the design of organizational structure, reward system 
and the choice of control system on agent's performance becomes a key management 
agenda and ripe for future investigation. For instance, some service organizations use 
specific output measures such as number of listings solicited per day, number of 
clients serviced per hour. However, output measurements may be inappropriate or 
insufficient for measuring employee performance relating to provision of quality 
service Li this case, behavioral control systems (Ouchi 1979; Ouchi and McGuire 
1975)，which involve observations and reports as to the manner in which employees 
behave, may be more appropriate. Managers may tie the customer-oriented behaviors 
such as friendliness, courtesy and professionalism to the employee evaluation system. 
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- 問 卷 調 查 — 編 號 ： — 
第一部份樓芊買賣經驗 
1 -， " ^； 7欠樓宇買賣’你是否透過地產經紀促成交易呢？ 是 0 : ^ n 
(如答「否」’請轉答第六部份’再寄回此份間卷 -謝謝丨） u ° u 
2 .該名地產經紀的性別是： 男口 女 
3 .你是否記得該名地產經紀所屬地產代理的公司名稱？ 是 0 否口 
4 .在此交易前，你曾否用過地產經紀的服務 9 並门 
(如答有，請間用過幾多次？） ； ^ y 一 次 
1^部份對地產經纟?.的菪法 
£ ^ 1 ^ 1 | | ^ ; 3 _ 1 買 賣 中 你 的 地 產 經 紀 的 麵 。 就 你 觀 察 所 得 ， 你 是 否 同 
十分 十分 
不同意 同意 
1 .在整個樓宇交易中’他（她）付出了很大的努力。 1 2 3 4 5 6 7 
2 .他（她）沒有盡力去促成交易。 1 2 3 4 5 6 1 
3 .他（她）履行職責，提供已承諾的服務。 1 2 3 4 5 6 7 
4 .對於處理客戶服務上的問題，他（她）是可倚靠的。 1 2 3 4 5 6 7 
5 .他（她）沒有付上太多的時間去了解我的要求。 1 2 3 4 5 6 1 
6 .他（她）一開始便能提供恰當的服務。 1 2 3 4 5 6 7 
7 .他（她）有好的訓練及充足的專業知識。 1 2 3 4 5 6 1 
8 .他（她）迅速地爲我提供服務。 1 _2 3 4 5 6 7 
9 .他（她）付出了很多的心血及精神。 1 2 3 4 5 6 7 
1 0 .他（她）隨時願意爲我提供協助。 1 2 3 4 5 6 7 
I 
‘ « 
， 分 力 十 2 
不同思 同意 
1 1 .他（她）作好準備，即時回應我的要求。 1 2 3 4 5 6 7 
1 2 .他（她）給予顧客個別的關注。 1 2 3 4 5 6 7 
1 3 .他（她）表現得很親切。 1 2 3 4 5 6 7 
1 4 .他（她）付出時間去了解我個人的情況。 1 2 3 4 5 . 6 7 . 
1 5 .他（她）願意向我提及他（她）的個人生活。 1 2 3 4 5 6 7 
1 6 .他（她）待客彬彬有禮。 1 2 3 4 5 6 7 
1 7 .他（她）願意向我提及他（她）在工作上的情況。 1 2 3 4 5 6 7 
1 8 .我願意向他（她）提及我的個人生活。 1 2 3 4 5 6 7 
1 9 .他（她）很友善和歡愉。 1 2 3 4 5 6 7 
2 0 .我願意向他（她）提及我對一些專業服務的不滿。 1 2 3 4 5 6 7 
第三部份總體印象 
以下是關於你對那位地產經紀的感受，你覺得他（她）： 
不 値 得 信 賴 1 2 3 4 5 6 7 値 得 信 賴 
不 ！ ^ 懇 1 2 3 4 5 6 7 誠 銀 
令 人 沒 有 信 心 1 2 3 4 5 6 7 令 1 充 滿 信 心 
對於他（她）的服務及工作表現，你感到： 
不滿意 1 2 3 4 5 6 7 滿音 
不愉快 1 2 3 4 5 6 7 愉'1^ 
令人失望 1 2 3 4 5 6 7 令 人 讚 許 
你與那位經紀在雙方關係上是怎樣？ 
不投契 1 2 3 4 5 6 7 投契 
疏離 1 2 3 4 5 6 7 密切 





+ # 十分 
不贊成 贊成 
1 - 做 慣 做 熟 ， 下 次 樓 宇 買 賣 ， 我 多 數 會 找 他 （ 她 ） 提 供 1 2 3 4 5 6 7 
服務。 
2 .若有樓宇買賣機會’我會考慮另覓別的地產經紀。 1 2 3 4 5 6 1 
3 .若有機會，我會推薦他（她）爲我的親戚朋友提供 1 2 3 4 5 6 7 
月艮矛务。 
4 .我打算跟他（她）繼續保持聯繁。 1 2 3 4 5 6 7 
第 五 部 份 專 業 守 目 丨 丨 
以下的情況’在那次的物業買賣中，有否出現在你的地產經紀身上 9 
請圈出適合的答案。 
完 好 間 經 
全 少 中 常 不 
沒 出 出 出 知 
有 現 現 現 道 
1 -誇大物業的優點或特點 1 2 3 4 9 
2 .故意說読及欺騙顧客 1 2 3 4 9 
3 .隱臓與物業有關的正確資料 1 2 3 4 9 
4 .沒有公平地對待買賣雙方 1 2 3 4 9 
5 .置自己的利益於顧客的利益之上 1 2 3 4 9 




性 別 ： • 男 
• 女 
年 齡 ： • 3 0 歲 或 以 下 
•31至 4 0歲 
•41至50歲 
•50歲或以上 
敎 育 程 度 ： 口 中 三 或 以 下 
•高中 /預科 
• 專 上 程 度 









購買物業地區： • 香 港 • 九 龍 • 新 界 
購買主要用途： • 自 住 
• 投 資 
• 其 运 ( 請 註 明 ） 
謝謝！ 
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1 .在上一次樓宇買賣’你是否透過地產經紀促成交易呢 9 是口 不门_ 
(如答「否」，請轉答第六部份，再寄回此份問卷--謝謝！） 口 
2 .該名地產經紀的性別是： 男 0 女口 
3 .你是否記得該名地產經紀所屬地產代理的公司名稱？ 是口 否口 
4 .在此交易前，你曾否用過地產經紀的服務？ fen 
(如答有’請問用過幾多次？ ) ¥ • _ _ 次 
第二部份對地產經紀的看法 
^ 1 = 呢 1 § | £ ^ 1 買 賣 中 你 的 地 產 經 紀 的 麵 。 就 你 觀 察 所 得 ’ 你 是 否 同 
十分 十分 
不同意 同意 
1 -在整個樓宇交易中，他（她）付出了很大的努力。 1 2 3 4 5 6 7 
2 .他（她）沒有盡力去促成交易。 1 2 3 4 — 5 6 7 
3 .他（她）履行職責’提供已承諾的服務。 1 2 3 4 5 6 7 
4 -他（她）付出了很多的心血及精神。 1 2 3 4 5 6 7 
5 .對於處理客戶服務上的問題，他（她）是可倚靠的。 1 2 3 4 5 6 7 
6 .他（她）一開始便能提供恰當的服務。 1 2 3 4 5 6 1 
7 .他 (她）沒有付上太多的時間去了解我的要求。 1 2 3 4 5 6 7 
8 .他（她）有好的訓練及充足的專業知識。 1 2 3 4 5 6 7 
9 .他（她）迅速地爲我提供服務。 1 2 3 4 5 6 7 




1 1 .他 (她）作好準備，即時回應我的要求。 1 2 3 4 5 6 7 
1 2 .他（她）願意向我提及他（她）的個人生活。 1 2 3 4 5 6 7 
1 3 .他（她）給予顧客個別的關注。 1 2 3 4 5 6 7 
1 4 .他（她）待客彬彬有禮。 1 2 3 4 5 6 7 
1 5 .他（她）很友善和歡愉。 1 2 3 4 5 6 7 
1 6 .他（她）付出時間去了解我個人的情況。 1 2 3 4 5 6 7 
1 7 .他（她）願意向我提及他（她）在工作上的情況。 1 2 3 4 5 6 7 
1 8 .我願意向他（她）提及我的個人生活。 1 2 3 4 5 6 7 
19.他（她）表現得很親切。 1 2 3 4 5 6 7 
2 0 .我願意向他（她）提及我對一些專業服務的不滿。 1 2 3 4 5 6 7 
第 三 部 份 總 體 印 象 
以下是關於你對那位地產經紀的感受，你覺得他（她）： 
不 値 得 信 賴 1 2 3 4 5 6 7 値得信賴 
不誠懇 1 2 3 4 5 6 7 誠懇 〃 
令 人 沒 有 信 心 1 2 3 4 5 6 7 令 1 充 滿 信 心 
對於他（她）的服務及工作表現，你感到： 
不滿意 1 2 3 4 5 6 7 滿意 
不愉快 1 2 3 4 5 6 7 愉‘丨^  
令人失望 1 2 3 4 5 6 7 令人讚許 
你與那位經紀在雙方關係上是怎樣？ 
不投契 1 2 3 4 5 6 7 投契 
疏離 1 2 3 4 5 6 7 密切 






1 .做‘-做熟，下次樓宇買賣’我多數會找他（她）提供 1 2 3 4 5 6 7 
月艮矛务。 
2 .若有樓宇買賣機會，我會考慮另覓別的地產經紀。 1 2 3 4 5 6 7 
3 .若，機會，我會推薦他（她）爲我的親戚朋友提供 1 2 3 4 5 6 7 
月艮矛务。 




完 好 間 經 
全 少 中 常 不 
沒 出 出 出 知 
有 現 現 現 道 
1 -誇大物業的優點或特點 1 2 3 4 9 
2 -故意說論及欺驅顧客 1 2 3 4 9 
3 -隱瞞與物業有關的正確資料 1 2 3 4 9 
4 .沒有公平地對待買賣雙方 1 2 3 4 9 
5 .置自己的利益於顧客的利益之上 1 2 3 4 9 
6 .將自己的錯誤推卸給他人 1 2 3 4 9 
I 
第六部份個人資料 
性 別 ： • 男 
• 女 
年 齡 ： • 3 0 歲 或 以 下 
•31至 4 0歲 
•41至50歲 
•50歲或以上 












購買物業地區： • 香 港 • 九 龍 • 新 界 
購買主要用途： • 自 住 
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